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ABSTRACT 
 
 The creative economy concept has recently become increasingly popular.  Although 
the concept is popular and research is being conducted on it, there has been a lack of research 
on the creative economy in rural communities.  This thesis attempts to determine the 
characteristics that define the creative economy in rural communities.  Previous research 
found that creative workers prefer communities with certain characteristics which include 
technology, talent, tolerance, lifestyle, and authenticity/identity (Florida 2002).  These 
characteristics were first analyzed in a regression analysis to determine which variables best 
explain the increase in the percent of creative occupations in rural counties in the Midwest.  
These variables were also examined to determine if they predicted or explained economic 
growth in rural counties.  Finally, the results of the regression analyses were used to compare 
these variables in rural creative counties in the Midwest to rural counties in the Midwest as a 
whole.  Rural creative communities in the Midwest tend to have higher percentages of 
residents with at least a bachelor¶s degree, more gay and lesbian households, higher 
percentages of high technology occupations, more patents issues from 1990 to 1999, and 
more art, entertainment and design occupations and establishments.  
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CHAPTER 1.  INTRODUCTION 
1.0 Background 
Communities and regions throughout the nation are faced with the challenge to attract 
and retain businesses and people.  Competition among communities for these businesses and 
people has led to increased spending to attract businesses through offering financial 
incentives (Blair 1995).  However, the belief that creativity, in terms of occupations and 
industries, is transforming local and regional economies has become more popular in the 
recent years (Florida 2002).  The concept of a creative economy is relatively new. The term 
first appeared in a Business Week article by Peter Coy in 2000 (Florida 2002).  Coy (2000) 
defined the creative economy in terms of intellectual property and ideas.  Others have 
defined the creative economy more specifically.  Florida (2002) defines it in terms of 
µFUHDWLYH RFFXSDWLRQV¶  +RZNLQV  IRFXVHG RQ FUHDWLYH LQGXVWULHV DQG LQWHOOHFWXDO
property.   
Florida (2002) defines creative workers, or those people working in creative 
occupations, DV WKH³creative class´.  The creative class is a group RIZRUNHUVZKR³FUHDWH
QHZ LGHDV QHZ WHFKQRORJ\DQGRUQHZFUHDWLYH FRQWHQW´ DQG WKH creative class ³VKDUH>V@ D
common creative ethos that values creativity, individuality, difference DQGPHULW´ )ORULGD 
2002, 8).  Artists, scientists, professors, health care professionals, architects, graphic 
designers, and musicians are a few examples of creative occupations. 
Many studies have been conducted on the creative economy since the release of 
)ORULGD¶V ERRN, The Rise of the Creative class.  These studies DQG)ORULGD¶V 
book highlight the importance of the creative economy at the local and regional levels. Since 
the inception of the creative economy concept, some studies have further explored the 
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SRWHQWLDOEHQHILWVRIHQKDQFLQJDFRPPXQLW\¶VRUDUHJLRQ¶VFUHDWLYHHFRQRP\)RULQVWDQFH
Gabe, Colby, and Bell (2007) found a positive correlation between creativity, in terms of 
occupations, and county earnings.  Other studies highlighted the importance of the creative 
economy at the state level (Swenson and Eathington 2004).  The focus of attracting the 
creative class is what some recent studies suggest communities should base their economic 
development strategies on (Swenson and Eathington 2004; New England Council 2000; 
Barringer, Colgan, DeNatale, Hutching, Smith, and Wassall 2004).  The potential for 
economic growth is what Florida (2002) argues is the primary rationale for why communities 
and regions should develop their creative economy. 
Florida (2002) believes communities should focus on attracting people and more 
specifically those who work in creative occupations. In order to attract the creative class, 
communities must be tolerant and open towards different ethnicities, races, and sexual 
orientationKDYHDKLJKSHUFHQWDJHRIUHVLGHQWVZLWKDEDFKHORU¶VGHJUHHRUKLJKHUtalent); 
and have a degree of technology in terms of occupations, industries or infrastructure (Florida 
2005).  These factors are usually more evident in urban communities.  However, rural 
communities are beginning to realize the economic impacts of attracting the creative class 
(McGranahan and Wojan 2007). Communities must understand the needs and wants of the 
creative class in order to attract them.  These creative workers want to live in places that offer 
quality of life factors such as recreation opportunities, entertainment, and lifestyle activities 
(Florida 2002). 
  This idea is different than other economic development strategies commonly used 
by communities.  For instance, some communities and states use financial incentives and 
subsidies to attract businesses which, in turn, attract employees (Blair 1995).  The creative 
3 
economy thesis states that communities should focus on attracting people and more 
specifically, creative workers or the creative class (Florida 2002).  A new economic 
development strategy may be helpful to communities in a highly competitive global 
economy. 
The worry of economic downturns may also force communities to reconsider 
alternative economic development strategies.  Economic downturns have plagued both urban 
and rural communities throughout the United States.  In the late 1970s and throughout the 
1980s, economic downturns swept across the United States (Johnson 2006).  Both rural and 
urban communities were impacted and many jobs disappeared (Flora, Flora and Fey 2004).  
However, Flora et al. (2006) explains that urban areas were able to better adapt to economic 
changes because of their diversified economies. 
Rural communities are also more likely to experience population decline than their 
urban counterparts (Johnson 2006).  Population decline is caused by many factors such as 
out-migration and natural decline ± more deaths than births.  Johnson lists three reasons for 
population decline in rural communities from 1930 to 1970.  Rural to urban migration, urban 
sprawl into rural communities, and the migration of residents from the Northeast and 
Midwest to the Southwest have historically played a major role in rural population decline in 
the United States (Johnson 2006).  Rural communities did, however, experience slight 
population growth in the 1970s and again in the early 1990s.  Since then, rural population 
growth has been at a minimum and considerably less than in urban areas.  
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1.1        Research Problem 
Many studies on the creative economy highlight the benefits communities gain by 
having large amounts of creative workers or the creative class.  These benefits are economic 
in nature and are usually found to be employment and job earnings growth (Florida 2002).  
However, these studies are often urban-specific and do not address rural communities.  There 
have been few studies that have examined the creative economy in a rural context (Rantisi, 
Leslie and Christopherson 2006).  However, there has not been a study that has been able to 
examine the characteristics of rural creative communities and analyze those results in rural 
communities with creative economies or communities with high percentages of creative 
occupations.  This is important because the results found in urban areas may not be the same 
as in rural areas.  Rural communities that are trying to adopt this urban theory may not 
experience similar results as in urban areas. 
Some studies show that urban communities or metropolitan regions that have a 
creative economy experience more economic growth (Florida 2002).  Research shows that 
urban communities that are tolerant towards newcomers (e.g. gays/lesbians, non-whites, etc.), 
are able to attract talented people, and have access to technology are more likely to attract 
creative people (Florida 2002).  Also, Florida (2002) found that the creative class prefers 
communities with thick labor markets, lifestyle opportunities, social interaction 
opportunities, a diverse population, authenticity, community identity, and quality of place.  
The creative economy has been examined in the urban setting, however, what is the potential 
for the creative economy in rural communities?   
The main issue that must be examined is whether rural creative economy 
characterisitics are similar to, or differ from, urban creative economies as defined by Florida 
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(2002).  Rural communities may not benefit from an approach that is based in an urban 
setting.  However, the results of this thesis suggest common characterisitcs among rural 
creative communities.  Also, this thesis analyzes the economic growth outcomes of rural 
counties which have creative economies.  Economic growth, according to Florida (2002), is 
the expected outcome of communities with a creative economy.   
 
1.2        Research Questions 
x Where are rural creative communities in the Midwest, what are their 
characteristics, and how do they differ from rural communities? 
x What creative community characteristics best explain the differences in   
creative occupations in rural counties in the Midwest? 
x What are the economic benefits of a creative economy for rural communities 
in the Midwest? 
 
1.3        Purpose Statement 
The purpose of this study was to GHWHUPLQHLI)ORULGD¶Vcreative class theory is 
applicable in rural communities.  The creative class thesis has been examined in urban areas, 
but not in rural areas.  To accomplish this, this study identifies and examines the common 
characteristics of the creative economy in rural communities of the Midwest (Illinois, Iowa, 
Minnesota, and Wisconsin).  The goal was to test the effectiveness of the creative class 
theory as an alternative economic development paradigm for rural communities.  At this 
stage in the research, a rural creative economy is generally defined as a rural county that has 
a share of creative occupations (art, science, financial, entertainment, etc.) greater than or 
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equal to 28 percent in 2000.  A rural community is generally defined as a non-metropolitan 
county.  A non-metropolitan county is a county that has no city with a population over 
50,000 in the year 2000.  Also, the county must not share a common border with any 
metropolitan county.  
The intention of this thesis is not to critique or challenge the claims of previous research 
on the creative economy.  The objective was to use the creative economy theories and other 
studies to examine the potential for their use in a rural setting rather than just an urban 
setting.  Through a regression analysis, a list of variables were analyzed to determine which 
factors best explain an increase in the percent of creative occupation in rural counties in the 
Midwest. Next, another regression analysis was conducted to examine the impact of creative 
community characteristics on economic growth in rural communities.  The final step 
analyzed the characteristics found through the two regression analyses and examined the 
presence of these characteristics in the rural creative counties as defined in this thesis.   
 
1.4 Importance of Study 
 This study is important for two reasons.  First, rural communities in the Midwest 
would benefit from understanding the characteristics of rural creative communities.  This is 
important because it would give rural communities an alternative economic development 
strategy.  Also, the results will assist communities interested in developing their creative 
economy by focusing their development efforts on specific characteristics.  This study may 
offer results that differ from those of previous studies that were conducted in an urban 
setting.  However, this study does not create a blueprint or a step-by-step guide for rural 
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communities to follow to develop their creative economy. It does, however, provide 
recommendations for rural communities to refer to when developing their creative economy. 
Second, this study is important because rural communities may potentially benefit 
from a new economic development paradigm that relies less on attracting firms through 
incentive-based strategies and more on developing their economy through attracting people 
and more specifically, the creative class.  Giving rural communities more choices when it 
comes to economic development may be beneficial.  
.   
1.5 Thesis Layout 
 This thesis contains five chapters. Chapter 2 discusses the relevant literature 
regarding the creative economy.  In addition to literature on the creative class, literature 
regarding creative industries and creative communities H[SDQG RQ )ORULGD¶V  ZRUN 
Next, the focus shifts to three case studies initiated in three states/regions regarding the 
creative economy.  They include Iowa (Swenson and Eathington 2004), the New England 
Region (New England Council 2000) and Maine (Barringer, Colgan, DeNatale, Hutching, 
Smith, and Wassall 2004).  Finally, a look at recent research that analyzed the rural creative 
economy is examined.  The purpose of this chapter is to provide readers with a clear 
understanding of the creative economy and identify gaps in the literature that need to be 
examined. 
 Chapter 3 describes the methodology used in this research.  To begin, terms such as 
rural (non-metropolitan) county, creative economy and creative occupations are defined.  The 
majority of the data used in this thesis was collected from secondary sources such as the U.S. 
Census Bureau and the U.S. Bureau of Labor Statistics.  Other data comes from various 
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federal, state, and local websites.  The methodology includes two regression analyses to first, 
indicate characteristics in rural creative counties and determine whether rural economic 
growth was an outcome of these characteristics.  Finally, the creative communities in the 
Midwest study area are identified and their characteristics examined.   
 Chapter 4 analyzes and discusses the results of the research.  The first section 
identifies the rural counties from the study area.  Next, the results of the regression analyses 
are explained.  Finally, the rural creative counties are identified and their characteristics are 
compared to DOOUXUDOFRXQWLHVDQGHDFKVWDWH¶VUXUDOFRXQWLHV 
 The final chapter offers a summary of the entire research project.  Chapter 5 examines 
the results from the previous chapter in order to offer suggestions and recommendations to 
assist rural communities who wish to develop or enhance their creative economy.  The last 
section discusses the limitations of this thesis.  Finally, future research recommendations are 
offered as a way to improve and advance creative economy research and further the 
discussion of the creative economy in rural communities.    
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CHAPTER 2.  TOWARD A CREATIVE ECONOMY  
 
The turn of the millennium is a turn from hamburgers to software. Software is an idea; hamburger is a cow.
-Peter Coy, 2000 
 
2.0 Introduction 
 This chapter offers insight into the fundamental theories of the creative economy and 
its potential as an economic development strategy.  $FFRUGLQJWR.DQH³>H@FRQRPLF
GHYHORSPHQW LQFUHDVHV D UHJLRQDO HFRQRP\¶V FDSDFLW\ WR FUHDWHZHDOWK IRU ORFDO UHVLGHQWV´
(9).  Blair (DGGVWKDW³>H@FRQRPLFGHYHORSPHQWLPSOLHVWKDWWKHZHOIDUHRIUHVLGHQWVLV
LPSURYLQJ´   One method commonly used as an economic development strategy 
involves communities offering incentives or other financial subsidies to attract businesses or 
pHRSOH 2¶6XOOLYDQ 2007).  However, this method may have high costs per job created or 
retained (Bartik 1995).  Communities are beginning to realize the importance of alternative 
methods to help enhance their economies.  One such method is to focus on enhancing or 
developing a creative economy.  The problem with the research on the creative economy, 
according to Rantisi, Leslie and Christopherson (2006), is that it has been examined in large 
metropolitan regions and not in smaller rural communities. 
  The creative economy is a combination of creative industries or firms, creative 
workers or as Florida (2002) GHILQHVWKHPD³creative class´, and a creative community.  The 
creative economy is an extension of the knowledge economy.  The knowledge economy, as 
defined by Rooney, Hearn, Mandeville, and Joseph (2003) LV³WKHSDUWRI WKHHFRQRP\WKDW
creates wealth essentially through intHOOHFWXDODFWLYLW\´16).  The creative economy relies on 
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SHRSOH ZKR KDYH ³FUHDWLYH FDSLWDO´ RU D KLJK HGXFDtion attainment levels (Florida 2002).  
Knowledge or information is the most important factor of production in a knowledge-based 
economy (Rooney et al. 2003).  It is important to note that knowledge is not new.  
Knowledge has been a part of every economy from agricultural economies to industrial 
economies, but the way knowledge is used has changed.  WHQRZ³incorporate [knowledge] 
LQWRRXU IUDPHZRUNRI DQDO\VLV´ (Acs, Groot and Nijkamp 2002, 2). No longer do we take 
knowledge for granted.   
 While the knowledge economy focuses on knowledge and information, the creative 
economy takes it a step further and says creativity is what drives the new economy.  
According to Florida (2002)FUHDWLYLW\LV³WKHFUHDWLRQRIXVHIXOIRUPVRXWRI«NQRZOHGJH´
(44).  Knowledge and information act as the tools for creativity and innovation is the 
outcome of using knowledge.  Coy (2000) adds to this by saying, ³>L@QWKHFUHDWLYHHFRQRP\
the most important intellectual property isQ
W VRIWZDUH RUPXVLF RUPRYLHV«>L@t's the stuff 
inside employees' heads´ 1).  Creativity is now more important in a labor force than ever 
before.  7DOHQW DORQH LVQ¶W WKH NH\  ,W¶V PRUH LPSRUWDQW KRZ ZRUNHUV XVH NQRZOHGJH LQ
creative ways. 
 The idea of a creative economy is relatively new.  Coy was one of the first to discuss 
the concept of the creative economy in a Business Week article in 2000 (Florida 2002).  
Florida (2002), author of The Rise of the Creative class, argues that the United States is 
shifting from a manufacturing and service-based economy into a creative economy.  In 1999, 
the creative sector of the economy comprised of over 38 million employees or a 30 percent 
share of all employees (Florida 2002).  Florida defines the creative economy in terms of 
occupations.  Another definition of the creative economy, offered by John Howkins author of 
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The Creative Economy, says the creative economy is defined in terms of creative industries 
(Howkins 2001).  The creative economy, according to Howkins (2001), is made up of the 
transactions of creative products from these industries.  Creative products are intellectual 
property in the form of patents, copyrights, trademarks, and proprietary designs (Howkins 
2001).  Both Howkins (2001) and Florida (2002) focus on creativity as the driver of the 
economy.  While knowledge and information are important, using creativity to create new 
PHDQLQJIXO IRUPV LQ )ORULGD¶V (2002) case, RU SURGXFH LQWHOOHFWXDO SURSHUW\ LQ +RZNLQV¶ 
(2001) case, is more important to the success of our new economy. 
 This chapter examines the theoretical underpinnings of the creative economy.  The 
goal of this literature review is to show the importance of the creative economy.  Empirical 
evidence shows that communities with creative economies are more likely to experience 
economic growth (Florida 2002).  States and communities across the country have focused 
their economic development strategies toward creating programs and policies to attract the 
creative class and creative industries.  The first part of the literature review discusses the 
creative economy.  FlorLGD¶V (2002) creative class DQG+RZNLQV¶ creative industries 
are used as the focus of the creative economy.  The discussion of the creative class is divided 
into a section on creative occupations and an examination of the characteristics of the 
creative class.  Next, creative industries are identified in greater detail.  The focus then shifts 
to the idea of creative capital.  Creative capital is an extension of human capital in the sense 
that they are both seen as a means towards economic growth (Florida 2002).  This section 
compares both theories to show the importance of labor and talent in the new creative 
economy. 
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 Also, location characteristics of the creative class were examined.  Traditionally, 
people located where there were job opportunities.  However, the literature on the creative 
class suggests that people are more interested in amenities and quality of life characteristics 
when locating to a new place (Florida 2002).  This section also discusses the factors a 
community must have in order tRDWWUDFWDFUHDWLYHZRUNIRUFH  ,QRUGHU WR³DWWUDFWFUHDWLYH
SHRSOH JHQHUDWH LQQRYDWLRQ DQG VWLPXODWH HFRQRPLF JURZWK D >FRPPXQLW\@PXVW´ KDYH D
population that is talented, open and tolerant towards others and new ideas, and have a 
mindset which focuses on innovation and technology (Florida 2002, 249).   
The next section describes three case studies aimed at examining the creative 
economy.  They were conducted in Iowa, Maine, and the New England region.  These case 
studies are important because they show how states are actively pursuing the development of 
a creative economy.  The next section examines the literature relating the creative economy 
to rural or non-metropolitan areas in the United States.  The creative economy theories 
developed by Florida (2002) and Howkins (2001) focus on urban and metropolitan regions.  
However, there have been few studies done to show that the creative economy is located in 
rural and non-metropolitan areas.  McGranahan and Wojan (2007a) examined the creative 
economy in urban and rural counties.  Also, Gabe, Colby and Bell (2007) analyzed the effect 
of creative occupations on workforce earnings in non-metropolitan counties.  While there has 
been considerable research on the creative economy in urban and metropolitan regions, there 
has not been extensive study on whether the creative economy has potential in smaller, rural 
communities. 
 The review of literature is intended to give readers without a strong understanding of 
the creative economy a general overview of the key concepts and theories.  The goal of the 
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literature review is to develop a framework based on the literature which would help create a 
rural economic development strategy focused on the creative economy.   
 
2.1 The Creative Economy 
 The creative economy is becoming more important for communities.  Today, the 
labor force is measured in a new way, based upon creativity.  The concept of creativity is not 
new.  Humans have always been creative and everyone is creative (Florida 2005).  Howkins 
(2001) defines creatiYLW\ DV ³WKH DELOLW\ WR JHQHUDWH VRPHWKLQJ QHZ´ L[  7KLV DELOLW\ WR
create something new signals that something is invented or innovation resulted.  Florida 
(2002) DGGV WKDW FUHDWLYLW\ LV ³WKH FUHDWLRQ RI XVHIXO QHZ IRUPV RXW RI«NQRZOHGJH´ 44).  
Generally speaking, creativity is a process a person follows to create something of economic 
value.  But how does creativity relate to the economy? 
 The result of creativity can be a product, a new business model, a mathematical 
formula, or anything of economic value.  Florida (2002) VWDWHVWKDW³KXPDQFUHDWLYLW\LVWKH
XOWLPDWHVRXUFHRIHFRQRPLFJURZWK´7KLVLVDVWURQJVWDWHPHQW2XUFRPPRQWKLQNLQJ
says the production of goods and services is the ultimate source of economic growth.  
Provide decent paying jobs and people will come and your economy will grow.   Creativity is 
now more important in our economy than ever before.  Venturelli (2001DUJXHV³DQDWLRQ
ZLWKRXWDYLEUDQWFUHDWLYH ODERU IRUFH«GRHVQRWSRVVHVV WKHNQRZOHGJHEDVH WR VXFFHHG LQ
the IQIRUPDWLRQ(FRQRP\DQGPXVWGHSHQGRQLGHDVSURGXFHGHOVHZKHUH´(16).  Through the 
creative process, a creative product is produced.  According to Howkins (2001), a creative 
SURGXFWLV³DJRRGRUVHUYLFHWKDWUHVXOWVIURPFUHDWLYLW\DQGKDVHFRQRPLFYDOXH´7KH
creative product is what steel and automobiles were to industrial economies in the past. 
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 The idea of a creative economy and the prospects of economic growth are driving 
states, regions, and communities to transform their economy into a creative one.  Figure 2.1 
describes the elements that form the creative economy.  The creative economy is a 
combination of creative industries, a creative workforce or a creative class and creative 
communities or regions.  The creative community is central to the success of a creative 
economy.  A community that strives to develop and enhance its creative economy must be 
supportive of change.  According to Florida (2002) ³FUHDWLYLW\ UHTXLUHV D VXSSRUWLYH 
environment that provides a broad array of social and cultuUDODVZHOODVHFRQRPLFVWLPXOL´  
 
Figure 2.1: Creative Economy Diagram  
 
Source: Hembd 2007 
 
and is ³DVVRFLDWHG ZLWK WKH ULVH RI QHZ ZRUN HQYLURQPHQWV OLIHVW\OHV DVVRFLDWLRQV DQG
neighborhoods, which in turn is conducive WR FUHDWLYHZRUN´   The point here is that 
communities must take an active role in providing the environment needed for a creative 
economy.  The creative community and the creative economy connection are examined later 
Creative Economy 
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in this chapter.  The other two requirements of the creative economy are a creative workforce 
or a creative class and creative industries.  The next two sections describe these two ideas in 
greater detail. 
 
2.1.1 The Creative Workforce 
 In the creative economy, labor is very important.  Florida (2002) VWDWHV ³DFFess to 
talented and creative people is to modern business what access to coal and iron ore was to 
VWHHOPDNLQJ´  Florida (2002) measures the creative economy by creative occupations.  
Creative occupations differ from service or manufacturing occupations in the sense that they 
³FUHDWHPHDQLQJIXOQHZIRUPV´)lorida 7KHVHV³QHZIRUPV´PD\EHLQYHQWLRQV
innovations, new business models, or anything else that was developed from a creative 
process.  Manufacturing and service sector jobs essentially repeat tasks which result in a 
product.  For example, a factory line worker in a car assembly plant completes a series of 
pre-defined, repetitive steps to accomplish her/his job.  A service worker employed at a call 
center reads from a script.  Both of these jobs are standardized and leave little, to no room, 
for the worker to use their creativity.  A research and development worker on the other hand 
is paid to use her/his creativity to develop new products or ideas.  The same goes for an artist 
such as a painter or musician.  There are few rules or pre-defined steps to follow to create a 
work of art or a song. 
 Over the past fifty years there has been a sharp rise in the number of creative 
occupations in the United States.  In 2002 there were over 38 million creative workers 
according to Florida (2005).  Table 2.1 compares the number of creative workers with other 
sectors of the economy in the United States and outlines the average annual pay and the share 
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of total wages for each employment sector.  The creative sector is composed of over 30 
percent of all employment in 2002.   Almost 50 percent of the wages was made in the 
creative sector where there was an average annual salary of over $51,000.   
 
Table 2.1: Number of workers and average pay for each employment sector ± 2000 
Sector Number of Workers Share Wages (Billions) Share Average Pay
Creative Sector 38 Million 30.1 $1,993 47.0 $51,244 
Manufacturing Sector 33 Million 26.0 $966 22.8 $28,852 
Service Sector 56 Million 43.5 $1,273 30.0 $22,657 
Total 129 Million  $4,241  $32,869 
Source: Florida 2005 
 
Although service sector employment accounts for more total jobs than in the creative 
sector, Florida (2002) describes the growth in the service sector as a direct response to the 
rise in creative sector employment.  In a sense, the growth in creative sector employment 
creates a multiplier effect where service sector employment rises.  He argues that the service 
sector was created out of necessity to accommodate the creative class.  Florida (2002) defines 
WKH VHUYLFH VHFWRU RFFXSDWLRQV DV ³IRRG-service workers, janitors and groundskeepers, 
personal care attendants, secretaries and clerical workers, and security guards and other 
VHUYLFH RFFXSDWLRQV´   The more creative class workers a community has, the more 
service sector workers are needed.  One problem associated with mixing creative class 
workers and service class workers is the disparity in income.  Income inequality is apparent 
in Table 2.1.  Creative class workers earn nearly $30,000 more a year than service class 
workers. 
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Much of the discussion up to this point has focused on the creative class in general.  
Florida (2002) further divides the creative class into two sectors: the super creative core and 
creative professionals.  The super creative core is defined as creative occupations which 
³SURGXFH QHZ IRUPV RU GHVLJQV WKDW FDQ EH UHDGLO\ WUDQVIHUDEOH DQGZLGHO\ XVHG´ )ORULGD 
2002, 69).  These occupations pay workers to use their creativity to create something new 
and something of value.  They engage in the creative process for problem solving and 
problem finding (Florida 2002).  A software developer may be in charge of creating new 
computer programs, but also testing software to ensure all potential security flaws have been 
resolved.  These types of occupations include ³VFLHQWLVWVDQGHQJLQHHUVXQLYHUVLW\SURIHVVRUV
SRHWV DQG QRYHOLVWV DUWLVWV HQWHUWDLQHUV DFWRUV GHVLJQHUV DQG DUFKLWHFWV« non-fiction 
writers, editors, cultural figures, think-tank researchers, analysts, and other opinion-PDNHUV´
(Florida 2002, 69).  This sector is considered the highest level of creativity in the creative 
economy. 
The creative economy also includes creative professionals.  Unlike the super creative 
core, creative professionals do not get paid to create new products or designs.  This group of 
creative occupations ³HQJDJHV LQ FUHDWLYH SUREOHP VROYLQJ GUDZLQJ RQ FRPSOH[ ERGLHV RI
knowledge to soOYH VSHFLILF SUREOHPV´ )ORULGD 2002, 69).  Similar to some of the super 
creative core occupations, the creative professionals require a high degree of education.  A 
high level of education is usually associated with human capital which is related to regional 
economic growth.  This idea will be discussed later in this chapter.  Creative professionals 
ZRUNLQ³NQRZOedge-LQWHQVLYH´RFFXSDWLRQVEXW they are not paid to create new products or 
ideas.  However, WKH\³PD\VRPHWLPHVFRPHXSZLWKPHWKRGVRUSURGXFWVWKDWWXUQRXt to be 
ZLGHO\XVHIXO´ )ORULGD 2002, 69).  Creative professionals work in a variety of occupations 
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LQFOXGLQJ ³KLJK-tech sectors, financial services, the legal and health care professions and 
EXVLQHVV PDQDJHPHQW´ )ORULGD 2002, 69).  Both the super creative core and creative 
professionals make up the creative economy according to Florida (2002). 
 
2.1.2 Creative Industries 
 The creative economy can also be defined by creative industries.  The organization 
Americans for the Arts GHILQHVFUHDWLYHLQGXVWULHVDV³DUWV-centric businesses that range from 
nonprofit museums, symphonies, and theaters to for-profit film, architecture, and advertising 
FRPSDQLHV´ $PHUicans for the Arts  &UHDWLYH LQGXVWULHV DUH DOVR GHILQHG DV ³WKRVH
industries which have their origin in individual creativity, skill and talent and which have a 
potential for wealth and job creation through the generation and exploitation of intellectual 
SURSHUW\´ Department for Culture, Media and Sport (DCMS), United Kingdom 2001, 3).  
The first definition is focused on art-type businesses because their organization promotes the 
arts in the United States.  Howkins¶ (2001) definition of creative industries is similar to that 
of the Department for Culture, Media and Sport (DCMS).  He defines them as those 
industries which produce intellectual property. He goes on to define creative industries as 
industries which produce intellectual property in the form of copyrights, patents, trademarks, 
and proprietary designs (Howkins 2001).  Unlike Florida (2002), Howkins (2001) and DCMS 
(2001) focus on creative industries as the engine of the creative economy whereas Florida 
(2001) focuses on occupations.     
An important concept related to creative industries is intellectual property.  Through 
copyrights, patents, trademarks, and proprietary designs, creative industries are using 
intellectual property to make profits (Howkins 2001). Intellectual property is the same as 
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physical property in that it belongs to someone.  However, intellectual property is not 
something that we can see and touch.  Intellectual property in the form of a copyright, for 
example, protects an DXWKRU¶V creative work.  While the book itself is a physical object, the 
words and ideas used within it are intellectual property protected under copyright laws.  Now 
that intellectual property is protected, industries can sell their ideas or creative expressions 
for profit knowing that their work is protected and that others cannot reproduce it for profit.  
For example, without copyright law, a PXVLFLDQV¶PXVLFZRXOGQRWEHSURWHFWHGIURPothers 
who wish to make copies, on a compact disc for instance, and distribute those copies to 
others.  As a result of the recognition of intellectual property, growth in the creative economy 
occurred in the United States and around the World (Howkins 2001). 
 Howkins (2001) lists fifteen creative industries as the core industries in the creative 
economy.  Table 2.2 lists the creative industries by sector and their market size in billions of 
dollars in the United States compared to the global market in 1999.  The United States is the 
leading creative economy in the world based on the share of its market size.  It is important 
to emphasize that all industries in some way or another engage in a creative process.  
+RZHYHU WKHVH ILIWHHQ LQGXVWULHV UHTXLUH³FUHDWLYLW\ >DV WKHLU@PRVW LPSRUWDQW UDZUHVRXUFH
and the most valuDEOHHFRQRPLFSURGXFW´+RZNLQV 2001, 84).   
According to Howkins (2001) creative industries are defined and included in the 
creative economy if their product (a good or service) is a result of creativity (i.e. painting, 
company logo, computer software, etc.) and a transaction with economic value takes place.  
Howkins (2001) uses the formula CE = CP x T, where CE is the creative economy, CP is the 
creative product, and T is the transaction.  Creative industries use creativity to develop 
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creative products which in turn are sold for profit.  These industries are similar to places that 
)ORULGD¶VFUHDWLYHRFFXSDWLRQVZRXOGEHemployed.   
 
Table 2.2: Core Creative Industries and market size, 1999 
 
 
Source: Howkins 2001, 116 
 
)ORULGD¶V (2002) FUHDWLYH RFFXSDWLRQV DQG +RZNLQV¶ (2001) creative industries 
RYHUODS LQ VRPH SODFHV  )RU LQVWDQFH +RZNLQV¶ core creative industries fit well within 
)ORULGD¶V VXSHU FUHDWLYH RFFXSDWLRQV  These are the occupations where creative workers 
Sector US ($ Billion) Global ($ Billion) US Share 
Software 325 489 66% 
Research and Development 243 545 45% 
Publishing 137 506 27% 
TV and Radio 82 195 42% 
Design 50 140 36% 
Advertising 20 45 44% 
Music 25 70 36% 
Toys and Games 21 55 38% 
Architecture 17 40 43% 
Film 17 57 30% 
Performing Arts 7 40 18% 
Fashion 5 12 42% 
Video Games 5 17 29% 
Art 4 9 44% 
Crafts 2 20 10% 
Total 960 2,240 43% 
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engage in a creative process to develop or produce something new, which has economic 
value.  +RZNLQV¶ FUHDWLYH LQGXVWULHV DQG )ORULGD¶V creative class or creative occupations 
GLIIHU VRPHZKDW ZKHQ LW FRPHV WR HFRQRPLF GHYHORSPHQW RI UHJLRQV  +RZNLQV¶ (2001) 
theory does not look at how creative industries help promote regional economic growth.  
Howkins¶  findings show how different countries compare with one another with 
respect to earnings of creative industries.  In contrast, Florida (2002) focuses on metropolitan 
regions and argues that communities that attract creative workers or a creative class 
experience economic growth.  One of the problems with studying creative occupations and 
industries is how to determine which firms or businesses are creative.  Some of the 
HPSOR\HHVZRUNLQJIRUWKHVH³FUHDWLYHLQGXVWULHV´PD\QRWEHFUHDWLYHHPSOR\HHV    
  
2.1.3 Creative Communities 
 The final element of the creative economy is a creative community.  A creative 
community according to Florida (2002) LV³DSODFHWKDWHQDEOHVXVWRUHIOHFWDQGUHLQIRUFHRXU
identities as creative people, pursuing the kind of work we choose and having access to a 
ZLGHUDQJHRIOLIHVW\OHDPHQLWLHV´.  However, there is more to a creative community than 
just lifestyles and traditional amenities.  Creative Communities, according to Florida (2005), 
benefit economically by attracting creative workers and creative industries.  However, not 
every city or region can be creative.  Creative communities are those that are able to capture 
³UHVRXUFHVOLNHWHFKQRORJ\NQRZOHGJHDQGKXPDQFDSLWDO´E\³KDUQHVVLQJWKHFDSDELOLWLHV´ 
of the creative class (Florida 2005, 7).  These communities harness talent, celebrate diversity, 
and welcome change.     
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 Florida (2002) suggests that in order for communities to attract a creative class they 
must have the ³7¶VRI(FRQRPLFGrowth´.  Creativity is able to flow freely in these places 
and the creative class is attracted to places with these three factors.  They include 
Technology, Talent, and Tolerance.  Technology is defined as a ³IXQFWLRQRIinnovation and 
high technRORJ\ FRQFHQWUDWLRQV´ )ORULGD 2005, 37).  Technology and innovation are thus 
related to talent.  Talent, as defined by Florida (2002) LV WKHSHUFHQWDJHRIDFRPPXQLW\¶V
population over the age oIZLWKDEDFKHORU¶VGHJUHHRU higher.  The creative economy is 
dependent on talented individuals.  Although everyone is creative, the creative economy 
consists of occupations which require a high degree of education.  Finally, tolerance is 
GHILQHGDV³RSHQQHVVLQFOXVLYHQHVVDQGGLYHUVLW\WRDOOHWKQLFLWLHVUDFHVDQGZDONVRIOLIH´
(Florida 2005, 37).  Communities must have low barriers to entry which allow anyone and 
everyone an opportunity to live in a place free from harassment or exclusion.  Based on these 
WKUHH 7¶V RI (FRQRPLF *URZWK )ORULGD VWDWHV WKDW in order ³WR DWWUDFW FUHDWLYH SHRSOH
generate innovationDQGVWLPXODWHHFRQRPLFGHYHORSPHQWDSODFHPXVWKDYHDOOWKUHH´7¶V
of Economic Growth (Florida 2005, 37). 
   7DOHQW LV DQ LPSRUWDQW IDFWRU LQ )ORULGD¶V DQDO\VLV  +H cites many theorists who 
examined the role of human capital and regional economic growth.  One author stated that 
³VWURQJKXPDQFDSLWDODWWUDFWVDQGHQFRXUDJHV>HFRQRPLF@JURZWKQRWWKHRWKHUZD\DURXQG´
(Malaysian Institute of Economic Research (MIER) 2004, 1).  /HW¶VQRZ ORRN IXUWKHU LQWR
what human capital is and how it relates to economic growth.  According to Nerdrum and 
Erikson (2001) ³DQ\ FRQVWLWXWLRQ RI VWRFN PDWHULDO RU LPPDWHULDO FDQ EH FODVVLILHG DV
FDSLWDOVRORQJDVLWJLYHVULVHWRLQFRPH´(129).  Capital is essentially anything a company or 
business deems necessary for business purposes and results in an economic gain.  Human 
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capital is similar.  Adam Smith (1776) was one of the first to examine human capital in his 
book Wealth of Nations.  He recognized four types of fixed capital.  They include all 
machines and instrumentVSURILWDEOHEXLOGLQJVLPSURYHPHQWVRIODQGDQG³WKHDFTXLUHGDQG
XVHIXO DELOLWLHV RI DOO LQKDELWDQWV RUPHPEHUV RI WKH VRFLHW\´ 6PLWK 1776).  Acquired and 
useful abilities relates to the capability of the labor force to do a certain task.  Smith 
recognized the importance of a talented or educated society. 
 According to Nerdrum and Erikson (2001), people invest in themselves through 
formal education or other ways which knowledge and information are accumulated (130).  
Becker suggests formal education and job training are the most important investments in 
human capital (Becker N.D.).  People do not go to college to work as fast food workers; they 
attend college because they are investing in their future by studying and learning in a field of 
their choice.  Businesses benefit from communities that have a high degree of talented or 
educated people.  People and the community benefit when positive externalities such as 
knowledge spillovers occur.  Knowledge spillovers in communities with high levels of 
human cDSLWDORUWDOHQWPD\OHDGWR³HQKDQFHGLQQRYDWLRQSURGXFWLYLW\DQGZDJHV´*DEHHW
al. 2007, 76).  Glaeser, Sheinkman and Shleifer (1995) have also shown that communities 
with high levels of human capital or talent have experienced faster growth than places with 
low levels of human capital (17).  Human capital is important in the creative economy, but 
Florida (2005) suggests that creative capital is more important. 
 Creative capital theory can be thought of as an extension of the human capital theory.  
According to Florida (2002), the creative capital theory differs from the human capital theory 
in two ways.  The FUHDWLYHFDSLWDOWKHRU\³LGHQWLILHVDW\SHRIKXPDQFDSLWDOFUHDWLYHSHRSOH
as being important to economic growth´ (Florida 2005, 34).  The human capital theory 
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suggests that regions with high levels of human capital experience economic growth, while 
the creative capital theory says communities should focus on attracting creative workers in 
RUGHUWRHQKDQFHWKHLUHFRQRP\)ORULGD¶V (2005) creative capital theory also differs from the 
KXPDQFDSLWDOWKHRU\LQWKDWLWWULHVWRGHVFULEHWKH³IDFWRUVWKDWVKDSHWKHORFDWLRQGHFLVLRQV 
RI>FUHDWLYH@SHRSOH´)ORULGD 2005, 34).  Economic growth is still the outcome of places with 
high levels of creative capital.  However, the creative capital theory states that regional 
HFRQRPLFJURZWKUHVXOWVIURPWKH7¶VRIHFRQRPLFGHYHORSPHQW (Florida 2005).  A recent 
study by Gabe et al., (2007) explains that creativity has a positive effect on workforce 
earnings.  Their research indicates that workforce earnings increased in metropolitan counties 
due to high levels of creative capital (Gabe et al. 2007, 79).  Communities with high levels of 
creative capital or talent have a higher tendency to experience economic growth among 
larger urban areas.  
 Talent, according to Florida, is closely related to tolerance.  Tolerance is a 
FRPPXQLW\¶VRSHQQHVVDQGLQFOXVLYHQHVVWRZDUGVSHRSOHZKRDUHORRNLQJIRUSODFHVWROLYH
and work which have low entry barriers.  Florida (2002) says that places with a more diverse 
FRQFHQWUDWLRQRIFUHDWLYHFDSLWDORUFUHDWLYHSHRSOHZLOO OHDGWR³KLJKHUUDWHVRI LQQRYDWLRQ
high-WHFKQRORJ\EXVLQHVV IRUPDWLRQ MRE JHQHUDWLRQDQGHFRQRPLF JURZWK´  'LYHUVH
places are also important for another reason.  Places are not only growing through natural 
increase, but also through in-migration or immigration.  Therefore, low entry barriers are 
important to include others (Florida 2002).   
Florida explains that immigrants are important to communities for economic growth 
citing a Milken Institute study that determined that immigration is one of the top two 
demographic trends reshaping cities and regions in the United States (Florida 2002).  Along 
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with immigrants, Florida lists gays and lesbians as another group to which communities must 
be tolerant and open.  He notes that places that are open to gays and lesbians are a good 
indicator that those places have low entry barriers (Florida 2002).  Tolerance plays an 
important factor in creative communities.  Places that are open and inclusive, according to 
Florida (2005), will tend to prosper economically. 
The creative economy includes three elements: creative occupations, creative 
industries, and a creative community.  Economic growth, as shown by Florida (2002), is 
often the result of communities that have creative economies.  The next section offers 
strategies which communities can utilize to attract creative people and develop or enhance 
their creative economy.   
  
2.2 Attracting the Creative class 
 Communities all over the United States are involved in efforts to attract people.  In 
order for a community to succeed, they must be able to attract a diverse labor force including 
highly-skilled people as well as low-skilled, manual workers.  Employers are more likely to 
ORFDWH LQ D FRPPXQLW\ ZKHUH WKHUH LV D SRRO RI ODERU WKDW ILWV WKH HPSOR\HU¶V QHHGV 2¶
Sullivan 2007).  Communities usually rely on the diversity of employment opportunities as a 
strategy to attract people.  However, studies have found that other aspects such as natural and 
cultural amenities and quality of life factors are becoming more important to HPSOR\HHV¶DQG
firms¶ location decisions (Florida 2002, Florida 2005, McGranahan 1999, Deller and Disart 
2000, and Segedy 1997).  This section details the characteristics of the creative class 
followed by an explanation of traditional quality of life and amenity factor theories for 
attracting people.   
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 The creative class, according to Florida (2002) moves to places where they want to 
live and a place where they will be happy.  Places with high employment opportunities are 
not necessarily the main reasons people move to a community.  The creative class is not a 
class by traditional definitions.  Florida (2002) GHILQHVDFODVVDV³DFOXVWHURISHRSOHZKR 
have common interests and tend to think, feel and behave similarly, but these similarities are 
fundamentally determined by economic function ± by the kind oIZRUNWKH\GRIRUDOLYLQJ´
(8).  The creative class, or those that work in creative occupations, share similarities when 
choosing a place to live or work. 
 One way communities can try to attract creative people is to examine what they look 
for in a job.  Communities can promote their businesses as having these qualities.  The 
creative class wants to work in a non-traditional work environment where they deal less with 
WKHLUERVVHVDQG³XVH>WKHLU@DELOLWLHVWRFRQWLQXHWROHDUQDQGJURZ´)ORULGD 2002, 13).  The 
creative class also wants flexibility.  Creativity cannot be turned off; therefore traditional 9 to 
ZRUNGD\VDUHDWKLQJRI WKHSDVW)ORULGD )ORULGDDOVR LQFOXGHV³FKDOOHQJH
DQGUHVSRQVLELOLW\´DVIDFWRUVDcreative class worker would look for when searching for jobs.  
While these non-traditional work environments are becoming important for creative class 
workers, financial compensation is still required for the creative class (Florida 2002).  
Creative class workers participate in environments that push them to their emotional and 
physical limits.  Although creative class workers do not list financial compensation as their 
number one priority when searching for a job, they do expect to be compensated justly for 
their work (Florida 2002). 
 As communities try to attract the creative class, they must understand their needs 
when it comes to employment.  Florida (2002) argues that the creative class tends to move 
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horizontally from company to company rather than staying at a company for many years and 
trying to advance upward or vertically within that company.  Similarly, Howkins (2001) 
suggests that creative people tend to want to own or operate their own businesses.  He offers 
tKH WHUP³FUHDWLYHHQWUHSUHQHXU´ WRGHVFULEHFUHDWLYHSHRSOHZKRRZQRURSHUDWH WKHLURZQ
business.  Howkins (2001) JRHVRQWRVD\³>FUHDWLYHHQWUHSUHQHXUV@XVHcreativity to unlock 
WKH ZHDOWK WKDW OLHV ZLWKLQ WKHPVHOYHV´ 129). The creative economy encourages these 
creative people to start their own businesses (Howkins %RWK)ORULGD¶Vcreative 
class ZRUNHUDQG+RZNLQV¶FUHDWLYHHQWUHSUHQHXUUequire an environment where they 
are surrounded by other creative people.  Creative class workers are ambitious, like to take 
risks, and are foot-loose (Howkins 2001, Florida 2002).  Swenson and Eathington (2004) add 
that young, educated workers have more location choices when looking for jobs which allow 
them more mobility.   
 In addition, the creative class worker demands more from their community.  Florida 
(2002) argues that people, creative people in particular, do not move or migrate to 
communities because of physical attractions like sport stadiums, urban malls, or large opera 
halls.  Increasingly, quality of life factors are becoming more important for all types of 
people including the creative class (Florida 2002, Florida 2005).  Focusing on quality of life 
as a strategy for attracting people and firms to a community is not new.  However, traditional 
HFRQRPLF GHYHORSPHQW SUDFWLFHV UHO\ RQ SODFLQJ ³HPSKDVLV RQ LQIUDVWUXFWXUH ZRUNIRUFH
development, and monetary incentives as a means to attract and retaLQEXVLQHVVHV´6HJHG\ 
1997, 62).  Blair (1995) adds that firms, especially high-WHFK ILUPV DUH ³IRRWORRVH´ DQG
traditional location factors like proximity to raw materials and access to transportation 
networks are becoming less important.  While traditional location factors for people and 
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firms are becoming less important, quality of life and the types of amenities offered within a 
community are becoming more important. 
 Defining quality of life can be problematic.  Deller and Disart (2000) explain that to 
define quality of life is difficult because it has different meanings to different people.  Deller 
and Disart (2000) also found that most definitions of quality of life refer to the µgood¶ or 
µsatisfactory¶ of D SHUVRQ¶V character in their life.  This is a broad definition.  Many 
researchers, however, attribute quality of life to the types of amenities in a community. 
However, security, health, happiness, and personal satisfaction are also important.  Blair 
(1995) states ³[a]mentities refer to the quality RI OLIH HQKDQFLQJ IHDWXUHV´   Based on 
%ODLU¶VGHILQLWLRQDPHQLWLHVUHIHUWRWKHDFWXDORUSK\VLFDO thing that may attract a person or 
firm to a particular location while the quality of life is the perceived outcome of having such 
amenities.  Amenities can include many different things.  For instance, Blair (1995) lists 
museums, good weather, roads, schools, and other public services as regional amenities. 
 Amenities such as the ones listed by Blair (1995) can help a community attract people 
and firms.  Florida (2002) believes the creative class is attracted to communities with certain 
characteristics.  In his analysis of the creative economy he lists six characteristics a 
community should possess to attract the creative class.  They include thick labor markets, 
lifestyle, social interaction, diversity, authenticity, identity, and quality of place (Florida 
2002).  Thick labor markets offer creative class workers an opportunity to move horizontally 
between jobs.  Florida (2002) describes how these types of workers move between jobs (or 
horizontally) rather than vertically, within the same company.  He adds that this 
agglomeration of companies and D VNLOOHG ODERU IRUFH ³JHQHUDWHV HIILFLHQFLHV WKDW power 
HFRQRPLFJURZWK´)ORULGD 2002, 224). 
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Lifestyle characteristics are also important to the creative class.  These lifestyle 
characteristics can include a community music scene, art scene, technology scene, or an 
outdoors scene (Florida 2002).  Another feature creative class workers tend to prefer is a 
vibrant and varied nightlife.  Creative class workers have an opportunity to enjoy these 
quality of life features in the community where they live and work.  In fact, Florida (2002) 
explains that lifestyle is more important to creative class workers than employment 
opportunities when choosing a place to live.   
Social interaction, according to Florida (2002), is important because family and work 
interactions have become less secure and stable over time.  As more people live alone and 
move between jobs, opportunities for social interactions become more important.  Social 
interactions can occur at coffee shops, bookstores, and cafes.  While these are the more 
common places where such activity can occur, any place can act as a place for social 
interaction. 
Diversity is also an important characteristic in creative communities.  The creative 
class prefers people of different ethnic groups, races, ages, sexual orientation, and lifestyles 
(Florida 2002).  Diversity is a sign that the community is open to outsiders.  Florida (2002) 
indicates that the creative class enjoys and benefits from a mix of diverse influences.   
Authenticity and uniqueness of a place is important to the creative class.  Authenticity 
FDQLQFOXGH³KLVWRULFEXLOGLQJVHVWDEOLVKHGQHLJKERUKRRGVDXQLTXe music scene or specific 
FXOWXUDODWWULEXWHV´)ORULGD 2002, 228).  The creative class does not want a generic place or 
community.  Places that are not authentic might include chain stores, chain restaurants and 
nightclubs (Florida 2002).  Similar to authenticity, the creative class wants a community with 
an identity.  The creative class does not want to be identified by the places they work for, but 
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LQVWHDGE\WKHSODFHVWKH\OLYH$V)ORULGDPHQWLRQV³SODFHLVEHFRPLQJDVRXUFHRI
VWDWXV´  
The final characteristic of a creative community is quality of place.  Quality of place 
refers to a combination of the previous six characteristics.  Quality of place takes into 
account three dimensions: :KDW¶V there, :KR¶V there, and :KDW¶V¶JRLQJRQ there (Florida 
  7KLV ³LQWHUUHODWHG VHW RI H[SHULHQFHV´ LV ZKDW WKH creative class strives for in a 
community (Florida 2002, 232). 
 
2.3 Creative Economy Case Studies 
 The creative economy has sparked the interests of many states, regions, and 
communities throughout the United States (Swenson and Eathington 2004; New England 
Council 2000; Barringer, Colgan, DeNatale, Hutching, Smith, and Wassall 2004).  This 
section examines three states ± Iowa, Maine, and New England region ± and their creative 
economies.  The objective of this section is to show how different studies define and measure 
the creative economy, and how these definitions differ from the ones previously stated by 
Florida (2002) and Howkins (2001). 
 The New England Foundation for the Arts (2000) initiative on the creative economy 
in New England is the first of the three case studies this section examines.  The goal of the 
New England creative economy initiative was to understand the relationship between arts in 
the New England region and its economy (New England Council 2000, 9).  Unlike Florida 
1HZ(QJODQG¶V UHVHDUFK IRFXVHV RQ DUW DQG DUW UHODWHG RFFXSDWLRQV DQG LQGXVWULHV
Although Florida (2002) and Howkins (2001) include the arts in their definitions, the creative 
economy encompasses more occupations and industries beyond the arts. 
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The New England Council report, however, does overlap with )ORULGD¶V  and 
+RZNLQV¶  definitions of the creative economy.  The New England Council (2000) 
defines the creative economy as three separate elements ± Creative Clusters, Creative 
Workforce, and Creative Communities (New England Council 2000).  The Creative Cluster, 
according to the New England Council, FRQWDLQV ³WKH QRQSURILW LQVWLWXWLRQV FRPPHUFLDO
businesses and individuals whose woUN LV URRWHG LQ WKH DUWV DQG FXOWXUH´ 1HZ (QJODQG 
Council 2000, 9).  Howkins (2001) defines his creative industries more precisely to include 
research and development, software, toys and games, and video games industries to name a 
few.  The Creative Workforce LV XVHG WR GHILQH ³WKH artists, performers and other 
professionals who may or may not be directly employed by cultural organizations, yet are 
involved in creative work within a particular industry´ 1HZ (QJODQG &RXQFLO 2000, 9).  
)ORULGD¶V  FUHDtive workforce, or as he calls it the creative class, differs because he 
includes more occupations than just the arts. 
The final element of the creative economy according to the New England Council 
(2000) is the Creative Community.  It is defined as D ³geographic location within New 
England where quality of life is directly connected to higher concentrations of creative 
ZRUNHUVDQGFUHDWLYHLQGXVWULHV´ (New England Council 2000, 9).  Quality of life was shown 
WREHLPSRUWDQWWRFUHDWLYHZRUNHUVLQ)ORULGD¶V (2002) research as well.  The New England 
Council (2000) also found quality of life as one of the important factors for making a 
community desirable to attract people and businesses.  They added that art and culture are 
two important quality of life factors as well as education, public safety, and affordable 
housing (New England Council 2000).  Although the New England Council report focused 
on the art and culture components of the creative economy; they were able highlight how the 
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creative economy is important for the New England region and its overall growth (New 
England Council 2000). 
The next creative economy case study ZDVSUHSDUHGE\1HZ(QJODQG¶V)RXQGDWLRQ
for the Arts and Maine Arts Commission (Barringer, et al. 2004).  This report detailed 
0DLQH¶V creative economy.  0DLQH¶VFUHDWLYHHFRQRP\LVLQWHUHVWLQJEHFDXVH0DLQHLVPRVWO\
rural with a population density of 37 people per square mile (Barringer et al. 2004).  The 
New England Council (2000) report, which included Maine and five other states, did not 
study rural areas in detail, as did the Maine creative economy report (Barringer et al. 2004).  
Therefore, the creative economy study of Maine aligns more with the focus of this thesis. 
  0DQ\ RI WKH VDPH HOHPHQWV IURP WKH 1HZ (QJODQG¶V &RXQFLO ) study were 
used LQ0DLQH¶VVWXG\ZKLFKSURYHGWREH a more comprehensive and accurate description of 
the creative economy.  %RWK WKH1HZ(QJODQG&RXQFLO DQG0DLQH¶VVWXGLHVXVH WKH
same definition of creative economy ± Creative Workforce, Creative Clusters, and Creative 
Communities (Barringer et al. 2004). Although they use the same framework, Maine defines 
WKHVH WHUPV GLIIHUHQWO\  )RU LQVWDQFH 0DLQH¶V VWXG\ RI LWV FUHDWLYH ZRUNIRUFH XVHV D
definition similar to New EnglDQG&RXQFLO¶VGHILQition, but added twenty occupations 
to the original fourteen XVHGLQ1HZ(QJODQG¶VVWXG\ (Barringer et al. 2004).  They called this 
QHZ FUHDWLYH ZRUNIRUFH RI WZHQW\ RFFXSDWLRQV WKH ³(QKDQFHG Creative :RUNIRUFH´
(Barringer et al. 2004, 29).  The enhanced creative workforce included creative occupations 
such as librarians, editors, etchers and engravers, and furniture finishers (Barringer et al. 
2004).  A total of 34 occupations described the creative workforce.   
0DLQH¶VGHILQLWLRQRI WKHFUHDWLYHZRUNIRUFHadded more occupations than the New 
(QJODQG&RXQFLO¶VUHSRUWEXWLWVWLOOGLGQRWHQFRPSDVVDOORIWKHRFFXSDWLRQV)ORULGD
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(2002) described.  Like the New England Council (2000) report, the Maine report focused on 
arts and cultural occupations.  However, they included RFFXSDWLRQVZKLFK ³>DGGHG@ WR WKH
PL[YLUWXDOO\DOOWKHUHPDLQLQJRFFXSDWLRQVLQWKH&HQVXV¶$UWVGHVLJQHQWHUWDLQPHQWVSRUWV
and PHGLDJURXS´ %DUULQJHU DW DO 2004, 30).  Both the New England Council (2000) and 
Maine creative economy studies left out an important component of the creative economy 
according to Florida (2002); technology and professional occupations. 
The Maine creative economy study also looks at creative industries or, as the New 
England Council (2000) terms them, creative clusters.  0DLQH¶VVWXG\DJDLQtakes the same 
arts and culture industries used in the New England Council (2000) report and adds or 
³HQKDQFHV´WKHOLVWWRLQFOXGHDGGLWLRQal industries (Barringer et al. 2004).  Also, the Maine 
study looks at technology industries as well as arts and culture industries which total fifteen 
creative industrial sectors (Barringer et al. 2004).  Although these sectors do not align 
SHUIHFWO\ZLWK+RZNLQV¶OLVWRIFUHDWLYHLQGXVWULDOVHFWRUVLWLVDQLPSURYHPHQWfrom 
WKH1HZ(QJODQG&RXQFLO¶VVWXG\ 
Finally, 0DLQH¶VFUHDWLYHHFRQRP\VWXG\H[DPLQHVFUHDWLYe communities (Barringer 
et al. 2004).  The researchers examined small cities and rural places in the state of Maine that 
they determined were creative based on common themes from literature on the creative 
economy (Barringer et al.   7KH UHSRUW OLVWV WHQ ³EXLOGLQJ EORFNV RI WKH FUHDWLYH
economy´.  These ten building blocks indicate the necessary elements a community must 
posses in order to be considerHG³FUHDWLYH´%DUULQJHUHWDO 2004).  The list is further divided 
into a three components referred to as the A.C.E Development Model (Barringer et al. 2004).  
A.C.E. refers to Assets, Connectors, and Enhancers.  Figure 2.2 shows how the three 
elements work together.  Assets are the foundation of the creative economy in this model 
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(Barringer et al. 2004).  The connectors are responsible for making enhancers available 
which in turn help grow and develop the assets of a community (Barringer et al. 2004).  
Table 2.3 lists the ten building blocks of the creative economy in their respective A.C.E 
model component. 
 
Figure 2.2: A.C.E Development Model 
 
Source: Barringer et al. 2004, 44 
 
Table 2.3: Ten Building Blocks of the Creative Economy and the ACE Model 
Assets Connectors Enhancers
Creative People Leadership Time 
Centers of Education Networks Money 
Cultural / Natural Amenities Strategies  
Business Engagement   
Infrastructure   
 
Source: Barringer et at. 2004, 44 
 
 The final study to be reviewed is titled The Creative Economy in Iowa: An Overview.  
7KHVWXG\RQ,RZD¶VFUHDWLYHHFRQRP\LVLPSRUWDQWWRWKLV thesis.  First, Iowa is part of the 
study area for this thesis.  Also, like the Maine report conducted by Barringer et al. (2004), 
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6ZHQVRQDQG(DWKLQJWRQ¶s (2003) study examines the creative economy in non-metropolitan 
or rural counties.  Unlike the previous two studies, the Iowa study focuses on creative 
occupations and creative industries and leaves out creative communities (Swenson and 
Eathington 2003).  +RZHYHU 6ZHQVRQ DQG (DWKLQJWRQ¶V  UHSRUW RIIHUV D broader 
definition of the creative economy instead of focusing primarily on the arts and cultures 
FRPSRQHQWV  7KH VWXG\ VXJJHVWV ³WKDW WR RYHU-stratify the different occupations and the 
different industries with high levels of creative [occupations] may unnecessarily segregate 
the interest in the topic into traditional camps: the artistic-cultural groups pitted against the 
techno-VFLHQWLILF DQG SURIHVVLRQDO JURXSV´ Swenson and Eathington 2003, 4).  Florida 
(2002) believes that creativity, culture, and the arts are responsible for attracting these high-
technology firms which in-turn enhances the economy.  Therefore, both the artistic 
occupations and high-tech occupations must be measured together. 
Creative occupations, or what WKH,RZDVWXG\UHIHUVWRDVFUHDWLYHFRQWHQW³UHIHUVWR
the mix of occupations requiring high levels of artistic, design, scientific, engineering, or 
SURIHVVLRQDO VNLOO´ Swenson and Eathington 2003, 2).  This definition aligns better with 
)ORULGD¶VGHILQLWLRQRIWKHcreative class when compared to the New England Council 
(2000) report and the Maine report done by Barringer et al. (2004).  Swenson and Eathington 
 XVH )ORULGD¶V  Super-Creative Core and Creative Professionals occupational 
groupings.   In the Super-Creative Core, occupations include computer and mathematical, 
architecture and engineering, life, physical, and social sciences, education training, and 
library, and arts, design, entertainment, sports, and media occupations (Swenson and 
Eathington 2003).  The Creative Professionals include management and administration, 
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business and financial operations, legal, healthcare practitioners, technicians, specialists, 
high-end sales and sales management (Swenson and Eathington 2003). 
Swenson and Eathington (2003) also defined creative industries similar to Howkins 
(2001).They developed a list of twelve creative industries based on a list created by the 
National Foundation of the Arts.  Figure 2.3 shows the listing of creative industries used by    
Figure 2.3: Creative Industries used in the Iowa report 
Source: Swenson and Eathington 2003, 10 
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Swenson and Eathington (2003).  These industries were chosen because they spend more 
money on research and development or have high numbers of scientists and engineers 
(Swenson and Eathington 2003).  However, Swenson and Eathington (2003) added many of 
the arts and culture industries depend on creative occupations. 
7KHVWXG\RI,RZD¶VFUHDWLYHHFRQRP\LVWKHPRVWFRPSOHWH and accurate of the three 
VWXGLHVEDVHGRQ)ORULGD¶VDQG+RZNLQV¶GHILQLWLRQVRIWKHFUHDWLYHHFRQRP\
This study is also important because it examines and compares the growth of the creative 
economy in both metropolitan and non-metropolitan counties in Iowa (Swenson and 
Eathington   7KH UHSRUW VWDWHV WKDW ,RZD¶V QRQ-metropolLWDQ FRXQWLHV¶ FUHDWLYH
industrial jobs increased by over 36 percent from 1990 to 2000 (Swenson and Eathington 
2003, 33).   While Swenson and Eathington (2003) compare metropolitan and non-
metropolitan counties, they do not look at which counties are creative.  The goal of this thesis 
is to find which non-metropolitan or rural counties are creative and determine or identify 
their common characteristics. 
 Each of these three case studies on the creative economy examined the creative 
economy at the state level.  The definitions of the creative economy varied among the three 
reports.  The most complete definition was developed by Swenson and Eathington (2003), 
but they did not examine creative communities.  Barringer et al. (2004) examined 
communities in Maine and developed the A.C.E. Development Model to help assist 
communities interested in developing their creative economy.  The New England Council 
(2000) detailed New (QJODQG¶V FUHDWLYH HFRQRP\ DV LW UHODWHV WR WKH DUWV DQG FXOWXUDO
components of the creative economy.   Swenson and Eathington (2003) and Barringer et al. 
(2004) each mentioned rural communities and the creative economy.  However, Barringer et 
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al. (2004) examined rural communities in greater detail.  These studies provide valuable 
insight into the creative economy.  This thesis intends to expand on these studies and offer a 
different methodology to examine rural creative communities. 
 
2.4 The Creative Economy in Rural Communities 
 The review of the literature thus far has defined the creative economy, examined 
quality of life factors demanded by creative workers, listed ways communities can try to 
attract creative workers and creative firms, and reviewed three creative economy case 
studies.  However, the goal of this thesis is to determine the characteristics of rural creative 
communities in the Midwest.  This section will review the literature regarding the creative 
economy in a rural context.  A study by McGranahan and Wojan (2007a), which examines 
the creative economy in rural and urban areas, will also be explored. The objective of this 
section is to describe the few studies and theories available on the rural creative economy and 
show that there is a need for further research. 
  The previous creative economy case studies and theories were set in an urban 
context.  Florida (2002) uses an urban context to classify his creative class.  Focusing on the 
creative economy in an urban context made some people criWLFL]H )ORULGD¶V ZRUN  )RU
LQVWDQFH%DUULQJHUHWDOFULWLFL]HG)ORULGD¶VZRUNDVEHLQJH[FOXVLYHO\µXUEDQ¶  Still 
others argue the need for more research into the rural creative economy.   Rantisi et al. 
(2006) observes that few studies have been conducted on the creative economy in a rural 
context.  Regardless of the urban superiority in creative economy studies, creativity is not 
specific to urban places.  Rosenfeld (2004) says³>F@UHDWLYLW\DQGWDOHQWDUHMXVWDVprevalent 
in rural communities as they are LQFLWLHV«´5RVHQIHOG 2004, 11).     
39 
Rural communities are beginning to realize their potential for attracting creative 
workers.  For instance, rural areas have begun WR³VSUXFHXSWKHLUGRZQWRZQVFHOHEUDWHWKHLU
heritage, provide sufficient venues for culture and entertainment, and support GLYHUVLW\´
(Rosenfeld 2004, 12).  However, one must ask whether rural communities can even support a 
creative economy.  Rantisi et al. (2006) states that urban places are better suited for creative 
firms.  8UEDQSODFHVRIIHU³DUDQJHRIVXSSRUWLQJDQGFRPSOHPHQWDU\VHUYLFHVLQDGGLWLRQWR
institutions (training, research, financial) and a significant pool of specialized workers´ 
(Rantisi et al. 2006).  Although urban places seem the ideal locations for creative economies, 
recent research suggests rural places are able to attract and retain creative workers and firms 
(McGranahan and Wojan 2007, McGranahan and Wojan 2007a, Gabe et al. 2007). 
McGranahan and Wojan (2007a) examined the creative economy in non-metropolitan 
(rural) counties and metropolitan (urban) counties in the United States. McGranahan and 
:RMDQ D FULWLFL]HG )ORULGD¶V  GHILQLWLRQ RI FUHDWLYH RFFXSDWLRQV DV EHLQJ too 
broad and ambiguous.  To alleviate this problem the researchers used the Occupational 
Information Network (O*NET) to assign creativity scores for each of the 94 occupations 
found in the 2000 U.S. Census Bureau STF4 files (McGranahan and Wojan 2007a, 202).  
Gabe et al. (2007) also used O*NET data to assign creativity scores to occupations when they 
examined the effects of workforce creativity on county-level earnings.  Both studies state that 
using the O*NET data makes the creative occupations more accurate (McGranahan and 
Wojan 2007a, Gabe et al. 2007). 
In McGranahan and :RMDQ¶VDVWXG\RIWKHFUHDWLYHHFRQRP\)ORULGD¶V
theory of the creative economy is transformed to include both rural and urban communities.  
Florida (2002) indicates that creative class workers prefer urban places with amenities and a 
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high degree of tolerance.  Also, creative communities, according to Florida (2002) have high 
percentages of human capital or highly educated, young people.  Rural creative counties, 
however, KDYH ROGHU UHVLGHQWV ORZHU SHUFHQWDJHV RI SHRSOH ZLWK EDFKHORU¶V GHJUHes than 
urban counties (McGranahan and Wojan 2007a).  While these results should be expected, the 
UHVHDUFKHUV GLG ILQG WKDW ZRUNHUV LQ FUHDWLYH RFFXSDWLRQV KDG D ODUJHU VKDUH RI EDFKHORU¶V
degrees or higher than those in other occupations in rural counties (McGranahan and Wojan 
2007a).   
Another key finding in this study is that the creative class is attracted to rural counties 
with natural amenities measured by the presence of mountains, percent of water area in the 
county, and the presence of forested areas (McGranahan and Wojan 2007a, 306).  Florida 
(2002) states that creative class members want to live in places with a variety of amenities.  
McGranahan and Wojan (2007a) did not, however, include any other amenities other than 
natural amenities in their study.  Florida (2002) states that creative class workers want to live 
in places that are authentic and have a certain identity and lifestyle.  Gabe et al. (2007), 
however, included the number of museums per capita as an amenity measure and found that 
there is a negative relationship between creative workforce county-level earnings.  This 
means creative workers are willing to work for less to be in areas in which they feel the most 
happy.  0F*UDQDKDQDQG:RMDQ¶VD DQG*DEH¶VHWDO findings offer a different 
perspective to attracting the creative class to rural counties.  7KH\ VWDWH WKDW ³WKH HUD RI
VPRNHVWDFNFKDVLQJLVRYHU´LQUXUDOFRPPXQLWLHVDQG³FKDVLQJWDOHQWLVDYLDEOHDOWHUQDWLYH
IRUVSDUNLQJORFDOJURZWK´0F*UDQahan and Wojan 2007, 17).   
The previous literature focused on examining the rural creative economy in its 
HQWLUHW\0F*UDQDKDQDQG:RMDQDDQG*DEHHWDOPRGLILHG)ORULGD¶V
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definition of creative occupations by using O*NET to ensure all occupations where creativity 
is present was examined.  While the previous literature found compelling evidence that the 
creative economy is located in rural communities, they did not completely analyze the 
characteristics of these communities.  In the most general sense they argued that places with 
favorable climates, adequate water sources, and high educational attainment levels are the 
characteristics of places with creative economies.  A more complete examination of rural 
creative economies is necessary in order to determine detailed characteristic of creative 
communities and develop economic development strategies that accurately reflect the needs 
of creative workers and creative firms. 
 
2.5 Summary of Literature 
 Literature on the creative economy is fairly new.  Florida (2002) stated that the first 
mention of the creative economy was by Peter Coy in 2000.  However, since then many 
researchers, including Florida (2002) and Howkins (2001) have examined the idea in greater 
detail.  Florida (2002) defined the creative economy in terms of occupations in what he called 
the creative class.  The creative class works LQ RFFXSDWLRQV ZKHUH WKHLU MRE LV WR ³FUHDWH
meaningfXOQHZIRUPV´)ORULGD 2002, 68).  These creative occupations are subdivided into 
the super creative core and creative professionals (Florida 2002).  The main argument 
Florida (2002) is trying to convey is that regions grow by attracting the creative class.  To 
attract the creative class, Florida (2002) argues, creative communities must be tolerant 
towards other cultures, races, or religions, have a population with a high degree of talent, and 
have high-technology offerings. 
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 Howkins (2001), on the other hand, defines the creative economy in terms of creative 
industries.  These creative industries produce intellectual property in the form of patents, 
copyrights, trademarks, and proprietary designs (Howkins 2001).  Intellectual property is 
VLPLODUWR)ORULGD¶VSURGXFWLRQRI³PHDQLQJIXOQHZIRUPV´LQWKHVHQVHWKDWERWKDUH
produced using human creativity.  HowkinV¶  OLVW ILIWHHQ FUHDWLYH LQGXVWULHV ZKLFK
DOLJQZHOOZLWK)ORULGD¶VFUHDWLYHRFFXSDWLRQV 
 The final element of the creative economy is the creative community.  Howkins does 
not examine creative industries at the local or regional level.  Instead he uses countries as the 
unit of analysis for his study (Howkins 2001).  Florida (2002, 2005) on the other hand looks 
at metropolitan regions.  He expODLQV WKDW FUHDWLYH FRPPXQLWLHV KDYH WKH 7KUHH 7¶V RI
Economic Development: Technology, Talent, and Tolerance (Florida 2002).  A community 
ZLWKDOO WKUHHµ7¶V¶JDLQHFRQRPLFEHQHILWVE\EHLQJDEOH WRDWWUDFW WKHcreative class or, as 
Florida (2002) says, creative capital. 
 The creative economy has become an important element of the economy in both 
urban and rural communities.  However, rural communities have not received as much 
attention as urban communities when it comes to researching the creative economy.  For 
example, Rantisi et al. (2006) observes that few studies have been conducted on the creative 
economy in a rural context.  There is an obvious need for a study which looks at the creative 
economy in the rural context.  Although McGranahan and Wojan (2007a) and Gabe et al., 
(2007) examined the creative economy in the rural context they did not clearly identify the 
characteristics of rural creative communities. 
 For instance, McGranahan and Wojan (2007a) identified common natural amenities 
located in creative places.  They looked at climate and landscape features (such as percent of 
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the county which is a water body, the land coverage of forests, and the presence of 
mountains) to determine the characteristics of the creative community.  However, this 
determination is broad and not helpful in assisting rural communities who wish to develop 
their creative economy.  This thesis examines more specific characteristics a creative 
community might possess such as percentage of high-tech occupations, number of buildings 
in state or national historic registries, or the presence of art councils. 
 Another gap in the literature is a consistent definition of the creative economy which 
matched ZHOOZLWK)ORULGD¶Vdefinition.  Most studies analyze separate segments of the 
creative economy.  Arts are the most common segment of the creative economy used.  
Swenson and Eathington (2003) did a better job at identifying the creative economy by 
PRGLI\LQJ)ORULGD¶V FUHDWLYHRFFXSDWLRQV +RZHYHU WKLVZDVQRWGRQHDW WKH ORFDO
level.  It would be difficult for Swenson and Eathington (2003) to observe the creative 
community when analyzing state-level data.  Therefore, this thesis expands on the previous 
studies to include a wide variety of occupations using O*Net to determine creativity scores 
for occupations.   
 The review of the literature reveals gaps that must be filled to better understand the 
creative economy and assist rural communities who want to pursue economic development.  
Urban creative economies have been examined, but a lack of research on rural creative 
economies demonstrates that more research is needed.  This thesis tries to fill these gaps by 
examining the creative economy at the county-level in the Midwest.  Not only does it identify 
rural creative communities, it also discusses the characteristics of these communities.  The 
goal of this project is to develop a framework or an economic development strategy which 
rural communities can use to enhance or develop their creative economies.        
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CHAPTER 3.  MEASURING THE RURAL CREATIVE ECONOMY 
 
3.0 Introduction  
 The goal of this thesis is to explore the possibility of a new economic development 
paradigm for rural communities.  This paradigm shift requires rural communities to think 
about their community assets and other quality of life characteristics and examine how they 
can be used to help attract creative workers and develop their creative economy.  It attempts 
to determine whether specific characteristics of creative communities discussed in the 
literature are also present in rural creative counties.  Florida (2002) argues that creative 
workers, or the creative class, pursue specific quality of life factors such as recreational 
opportunities, a vibrant night life, music and art venues, and other factors.  Also, creative 
communities with access to technology, a talented labor force and a sense of tolerance 
towards different races, cultures, and lifestyles tend to experience economic growth.  These 
factors and others will be explained in greater detail later.  Before explaining the steps of this 
methodology, the terms used in this thesis are defined. 
 
3.1 Definitions 
 The study area includes Illinois, Iowa, Minnesota, and Wisconsin.  These four 
Midwestern states have many similar characteristics in terms of climate, topography, and 
economy.  These states are also important because their economies are in transition.  Many 
communities in these states are transitioning from an agricultural economy to a 
manufacturing economy.  However, as the global economy forces more manufacturing firms 
to cut costs by locating over seas, more communities in these Midwestern states will benefit 
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from a new economic development paradigm.  Other regions in the United States do not face 
these problems.  For instance, southwestern states have been growing due to in-migration and 
may not benefit from a creative economy as would communities in the Midwest. 
 The county is the unit of analysis for this thesis.  A county is used instead of smaller 
areas like cities and towns because county-level data provides greater detail and less data 
withheld for privacy reasons than that at the city level.   Figure 3.1 shows a map of the  
 
Figure 3.1: Study Area including state and county boundaries 
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study area with the boundaries of each state¶V counties.  There are a total of 360 counties in 
the four-state study area.   Illinois has 102 counties, Iowa has 99 counties, Minnesota has 87 
counties, and Wisconsin has the least with 72 counties.  While examining all of the counties 
would be useful, this thesis is interested in only rural, non-metropolitan counties. 
The term non-metropolitan is used interchangeably with rural in this thesis.  A non-
metropolitan county is defined as a county with no individual city with a population of 
RUPRUHLQWKH\HDU7KHFRXQW\¶VFROOHFWLYHSRSXODWLRQFDQEHRYHUEXW
no city can have a population of 50,000 or more.  Also, a rural county cannot share a 
common administrative border with a metropolitan county.  The logic behind excluding 
counties with common borders to metropolitan counties is that these counties accrue certain 
benefits or economic spillovers from larger, neighboring cities.  According to Glasmeier 
 ³>L@QGLYLGXDOV DQG ILUPV RSHUDWLQJ LQ DGMDFHQW UXUDO FRXQWLHV HQMR\ WKH EHQHILWV RI
access to higher quality and more sophisticated infrastructure and amenities without the 
drawbacks RIFLW\ OLIH´ 50).  This definition allows for a more accurate study of the rural 
creative communities by minimizing the influence of outside forces such as large cities or 
metropolitan regions in surrounding communities. 
 A review of the literature revealed that the creative economy can be measured in 
different ways.  Florida (2002) defined the creative economy in terms of occupations; 
Howkins (2001) defined it in terms of industries.  For the purposes of this thesis, the creative 
economy is measured in terms of occupations.  The data used to define creative occupations 
comes from the 2000 U.S. Census Summary File 4.  This data set lists all occupations of 
employed residents 16 years of age and older.  Table 3.1 lists the occupation categories used 
to define the creative occupations.   
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Table 3.1: Creative Occupations 
 
Management Occupations:
x Top Executives 
x Advertising, marketing, promotions, 
public relations, and sales managers 
x Financial Managers 
x Operations specialties managers, 
except financial managers 
x Other management occupations, 
except farmers and farm managers 
Business and Financial Operation 
Occupations:
x Business Operations 
x Other Financial Specialists 
Computer and Mathematical 
Occupations:
x Computer Specialists 
x Mathematical science occupations 
Architecture and Engineering 
Occupations:
x Architects, surveyors, and 
cartographers 
x Engineers 
x Drafters, engineering, and mapping 
technicians 
Life, Physical, and Social Service 
Occupations:
x Life and Physical scientists 
x Social scientists and related workers 
Legal Occupations:
x Lawyers 
x Judges, magistrates, and other 
judicial workers 
Education, Training, and Library 
Occupations:
x Post Secondary teachers 
x Teachers, Primary, Secondary, and 
special education 
x Librarians, curators, and archivists 
Arts, Design, Entertainment, Sports, 
and Media Occupations:
x Art and Design workers 
x Entertainers and performers, sports, 
and related workers 
x Media and communication workers 
Healthcare Practitioners and Technical 
Occupations:
x Health diagnosing and treating 
practitioners and technical 
occupations 
Sales and Related Occupations:
x Sales, representatives, services, 
wholesale and manufacturing 
x Other sales and related occupations, 
including supervisors 
 
Source: US Census Bureau, 2000, Summary File 4 
 
In order to better understand creative occupations, this thesis used a dataset developed 
by the Bureau of Labor Statistics called O*Net which made it possible to choose occupations 
which require KLJKOHYHOVRI³WKLQNLQJFUHDWLYHO\´ According to O*Net, thinking creatively is 
definHGDV³developing, designing, or creating new applications, ideas, relationships, systems, 
or products, including DUWLVWLF FRQWULEXWLRQV´ 21HW 2007).  O*Net examined over 800 
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occupations by surveying people in those occupations.  The occupational codes come from 
the 2000 Standard Occupational Classification (SOC) system.  This dataset is important 
because it allows for an accurate selection of occupations which require creative thinking.  
 McGranahan and Wojan (2007a) used the O*Net dataset to determine their creative 
occupations.  The list of creative occupations in this thesis is similar to the one used by 
McGranahan and Wojan (2007a), except this list includes healthcare, legal, and teaching 
occupations.  McGranahan and Wojan (2007a) left these occupations out of their study 
because they felt these occupations primarily served a local population.  While this may be 
true, this thesis will include these occupations in order to be FRQVLVWHQWZLWK)ORULGD¶V
definition of creative occupations.  This thHVLVERUURZHG0F*UDQDKDQDQG:RMDQ¶VD
list of creative occupations and added healthcare, legal, and teaching occupations. 
The creative occupations were further separated into two groups: the Super Creative 
Core and   Creative   Professionals.    Table 3.2 shows which occupations fit in each of the 
creative occupation groupings.  Florida (2002) used these terms to differentiate between 
creative workers.  The Super Creative Core, according to Florida (2002), used creativity to 
³FUHDWHQHZPHDQLQJIXOIRUPV´DQGWKHVHIRUPVDUH³UHDGLO\WUDQsferDEOHDQGEURDGO\XVHG´
(Florida  &UHDWLYH3URIHVVLRQDOVXVHFUHDWLYLW\ WRREXW WKH\XVH LW IRU³SUREOHP-
solving [and] drawing on complex bodies of knowledge in seeking LQQRYDWLYH VROXWLRQV´
(Florida 2005, 34).   
A rural creative county is defined as a rural county with at least 28 percent a share of 
creative occupations in its labor composition according to the 2000 U.S. Census.  Defining 
the creative economy by the occupations listed earlier, the share of creative occupations in 
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Table 3.2: Super Creative Core and Creative Professional occupations 
 
Source: 2000 U.S Census 
 
the four-state study area, including both metro and non-metro counties, is 32.7 percent as 
compared to the share of creative occupations in the United States which is 33.4 percent.  
About 24 percent of the occupations in rural counties in the study area were creative.  The 
mid-point, 28 percent, between the study area and rural counties in the study area is used as 
the threshold for rural creative counties in this thesis.   Florida (2002) stated that about 30 
percent of all occupations in the United States are creative occupations.  While this definition 
Super Creative Core Creative Professionals
x Computer specialists x Top executives 
x Mathematical science occupations x Advertising; marketing; promotions; 
public relations; and sales managers 
x Architects; surveyors; and cartographers x Financial managers 
x Engineers x Operations specialties managers; except 
financial managers 
x Drafters; engineering; and mapping 
technicians 
x Other management occupations; except 
farmers and farm managers 
x Life and physical scientists x Business operations specialists 
x Social scientists and related workers x Other financial specialists 
x Lawyers x Health diagnosing and treating 
practitioners and technical occupations 
x Judges; magistrates; and other judicial 
workers 
x Sales representatives; services; wholesale 
and manufacturing 
x Postsecondary teachers x Other including supervisors 
x Teachers; primary; secondary; and special 
education 
 
x Librarians; curators; and archivists  
x Art and design workers  
x Entertainers and performers; sports; and 
related workers 
 
x Media and communications workers  
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RIDFUHDWLYHRFFXSDWLRQLVQRWH[DFWO\WKHVDPHDV)ORULGD¶VWKHGHILQLWLRQXVHGLQWhis 
thesis more accurately portrays the creative occupations than )ORULGD¶VGHILQLWLRQE\
using the O*Net dataset.  
 
3.2 Creative Community Characteristics 
 The initial step in this methodology is to first determine which counties in the four 
state study area are rural.  This process is done by using Geographical Information Systems 
(GIS) software.  The software allows querying, which is used to first find counties with cities 
of 50,000 or more according to the 2000 U.S Census.  The data for incorporated cities and 
their populations in the four state study area came from ,RZD 6WDWH 8QLYHUVLW\¶V *,6 ILOH
transfer protocol (FTP) website (ftp://ftp.gis.iastate.edu).  Once the metropolitan counties 
were determined, a search of counties which share borders with metropolitan counties is 
done.  Included in the study area are counties from surrounding states that share common 
borders with the four state study area.  All efforts were taken to ensure that there are no rural 
counties adjacent to urban or metropolitan counties.  Again, there are a total of 360 counties 
in the four state study area.  Of these, 189 (52.5 percent) counties are rural counties and 171 
(47.5 percent) are metropolitan counties. 
 The next step in the process was to identify a list of variables or characteristics of 
creative communities that could be measured in a multiple regression analysis.  The variables 
used in this thesis were based on the literature, mainly from Florida (2002).  However, some 
variables used came from McGranahan and Wojan (2007a) and Gabe et al (2007).  Appendix 
A lists the variables used in this thesis along with their definition and source.  The variables 
are further grouped into six categories including technology, talent, tolerance, economic 
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growth, lifestyle, and authenticity/identity.  The purpose of examining these variables was to 
find a relationship between them and creative occupations in rural counties.  
This thesis uses a predefined list of variables.  The objective is to determine if these 
variables tend to be similar among rural creative communities.  Florida (2002) lists the 
characteristics that creative communities have or should have in order to attract the creative 
class.  This list of characteristics includes thick labor markets, lifestyle, social interaction, 
diversity, authenticity, identity, and quality of place.  These characteristics were defined in 
the previous chapter.   
Since these characteristics were created with an urban emphasis, this thesis will 
attempt to determine whether there are similarities in characteristics among the rural creative 
FRPPXQLWLHVLQWKH0LGZHVWHUQVWXG\DUHDDQG)ORULGD¶VXUEDQDUHDV)ORULGD
does not specify a list of features in each characteristic.  Florida (2002) also indicates that 
creative communities experience economic growth through the development of their creative 
economy.  In order for economic growth to occur, a community must have talent, technology, 
and tolerance (Florida 2002).   
 7KLV WKHVLVZLOOXVHRQO\IRXURI)ORULGD¶V VHYHQFKDUacteristics of a creative 
community.  The thick labor markets characteristic is left out because it is assumed that rural 
communities do not have a large number of similar firms as larger metropolitan areas do.  
Quality of place is not used here because it is essentially a combination of all of the 
characteristics combined.  The four categories include lifestyle, authenticity/identity, and 
diversity where authenticity and identity are combined.  They are measured to determine if 
)ORULGD¶V  FRPPXQLW\ Fharacteristics are similar to rural creative communities.  
Technology, tolerance and talent are also analyzed because, according to Florida (2002), they 
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are required for in order for economic growth to occur in creative communities. Economic 
growth is analyzed by measuring a list of economic indicators.   
 
 Economic Growth
Economic growth, according to Florida (2002), is the outcome of and reason why 
communities should try to attract the creative class.  Economic growth can be measured 
through reliable, government data sources including the U.S. Census Bureau, the U.S. Bureau 
of Economic Analysis, and data from various state agencies.  2¶ 6XOOLYDQ  GHILQHV
economic growth in terms of per capita income change.  Economic growth in this thesis is 
defined as the total change in per capita income from 1990 to 2000 in rural counties.  This 
thesis hypothesizes that rural communities with creative community characteristics are more 
likely to have a higher total change in per capita income from 1990 to 2000.   
 Economic growth was also measured by finding the total change in employment 
from 1990 to 2000.  Places that experience growth are more likely to experience a positive 
change in employment according to Florida (2002).  The per capita income and employment 
variables were collected from the 1990 and 2000 U.S. Census.   
 
Talent
Talent is defined in this thesis as the percentage of DUXUDOFRXQW\¶Vpopulation over 
WKHDJHRIZLWKDWOHDVWDEDFKHORU¶VGHJUHH(GXFDWLRQDODWWDLQPHQW data can be obtained 
from the 2000 U.S. Census in Summary File 1.  Rural counties with higher percentages of 
their population 25 years of age or older with bachelors degrees are assumed to be places 
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where creative occupations are located.  Most creative occupations, especially Creative 
Professionals, require high levels of education (Florida 2002).  
 
 Technology 
 Technology can be measured in numerous ways.  For this thesis, technology is 
measured in two ways.  First, technology is measured in terms of patents.  Patents were used 
to define technology by Florida (2002).  Patent statistics at the county level from 1990 to 
1999 was collected from the U.S Patent and Trademark Office.  In this thesis, the total 
number of patents issued from 1990 to 1999 per 1,000 county residents is used.  Technology 
is also measured by using the percentage high-technology occupations in each rural county.  
High-technology occupations are defined using the 2000 U.S Census Summary File 4 
occupation dataset.  The high-technology occupations are defined as Computer Specialists, 
Engineers, Life and Physical Scientists, Life and Physical Scientists and Social Technicians, 
and Health Technologists and Technicians.  These high-technology occupations were used in 
an article by the Bureau of Labor Statistics to measure high-technology occupations in 
metropolitan statistical areas (Kilcoyne 2001).  Counties with higher percentages of high 
technology occupations and more patents are assumed to be more prominent in rural counties 
that have higher percentages of creative occupations. 
 
 Tolerance (Diversity)
Tolerance is measured by analyzing the share of the non-white population in the rural 
counties in 2000.  Places with a higher percentage of non-white residents in 2000 are 
assumed to have a higher percentage of creative occupations in 2000.  This data was found 
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on the 2000 U.S Census Summary File 1 dataset.  Also, the percentage of gay or lesbian 
households was used to measure tolerance.  The 2000 U.S. Census collected data on the 
number of households defined under the un-married partner households.  The data was 
further divided among male householder and male partner and female householder and 
female partner.  Again, places with higher a percent of gay/lesbian households in 2000 are 
more likely to have a higher percentage of creative occupations in 2000. 
 
Lifestyle
Lifestyle is important to the creative class because the creative class wants a 
community that offers an experience or a way to express themselves outside of their job.  
Lifestyle, according to Florida (2002), is defined as the features in the community such as the 
DUWVFHQHPXVLFVFHQHRURXWGRRUVFHQHDQGWKHFRPPXQLW\¶VQLJKWOLIH7KLVWKHVLVPHDVXUHV
lifestyle in several ways.  First, the art and music scenes are measured by finding the 
percentage of µDUWVHQWHUWDLQPHQWDQGGHVLJQ¶RFFXSDWLRQVin rural counties.  This data comes 
from the 2000 U.S Census Summary File 4 dataset.  It is assumed that the more arts, 
entertainment and design workers a county has, the larger the art and music scenes are.   
Lifestyle is also measured by finding the percentage RI µDUW HQWHUWDLQPHQW DQG
UHFUHDWLRQ¶HVWDEOLVKPHQWV1$,&6LQHDFKUXUDOFRXQW\ in 2000.  This data is found in 
WKH 86 &HQVXV %XUHDX¶V &RXQW\ %XVLQHVV 3DWWHUQV  5XUDO FRXQWLHV ZLWK PRUH
establishments identified as art, entertainment or recreation are assumed to be more likely to 
offer a variety of lifestyle opportunities than those with few establishments. 
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Authenticity / Identity
Authenticity and Identity are combined to form the next characteristic. The creative 
class does not want to live in a community that is generic with rows of strip malls, big box 
retailers, and fast food chain stores (Florida 2002).  As Florida (2002) indicates, the creative 
class wants to live in places with authentic buildings and a place that has identity.  For this 
thesis, authenticity and identity are measured by the number of historic buildings, places or 
districts in the National Register of Historic Places per 1,000 county residents.  It is assumed 
that historic buildings, places, and districts show that the community is authentic.  As Florida 
(2002) states, the creative class does not want to live in communities with rows of big box 
retailers, strip malls, and fast food chain stores.  Included in this characteristic is the measure 
of the percentage of establishments in accommodation and food (NAICS 72) in 2000.  This 
GDWD LV IRXQG LQ WKH 86 &HQVXV %XUHDX¶V &RXQW\ %XVLQHVV 3DWWHUQV  7KLV PHDVXUHPHQW
assumes that rural counties with more accommodation and food establishments are more 
likely to be tourist destinations. 
 
3.3 Multiple Regression Analysis 
 The next step in this methodology is to conduct a multiple regression analysis. 
Multiple regression analysis is used to explain the relationship between a dependent variable 
(response variable) and independent variables (explanatory variables) (Agresti and Finlay 
1997).  The multiple regression analysis model uses the following equation: 
 
ܧሺܻሻ =  ߙ +  ߚ1ܺ1 +  ߚ2ܺ2 +ڮߚ݇ܺ݇ 
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In this formula, E(Y) is defined as the expected value or mean of a conditional 
distribution of Y.  For this thesis, Y is defined as the percentage of creative occupations in a 
rural county in 2000.  This regression model tries to predict the expected value of Y by the 
independent variables.  The beta symbol (ߚ) represents the regression coefficient of each 
independent variable.  Finally, the Y-intercept is defined as alpha (ߙ). 
 The multiple regression analysis is based on four assumptions.  The first assumption 
is that the variables are normally distributed.  Variables that are not normally distributed can 
distort the results and the relationships (Osborne and Waters 2002).  The next assumption is 
that there is a linear relationship between independent variables and the dependent variable.  
If the relationship between an independent and dependent variable is non-linear, the results 
may be misleading (Agresti and Finlay 1997).  The third assumption in a multiple regression 
model is that the variables are measured without error (Osborne and Waters 2002).  Finally, 
the multiple regression model assumes homoscedasticity.  Homoscedasticity is when the 
variance of errors of the independent variables is similar (Osborne and Waters 2002).  When 
homoscedasticity occurs, the residual values (difference between the actual value and 
predicted value) are scattered randomly and no patterns exist. 
 These assumptions are important to follow to ensure accurate results.  In order to 
make these assumptions exist within the data, steps must be taken to test the data.  The first 
step this thesis followed to make the data reliable is testing for a normal distribution among 
the variables.  Statistical software called JMP was used to display eaFK YDULDEOH¶V
distribution.  Variables that were not normally distributed underwent a transformation to 
make them normally distributed.  To transform the data, this thesis calculated the natural log 
of each value.  Logarithmic transformations tend to normalize or pull high positive values, 
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values skewed to the right, further to the left (Dallal 1999).  Before proceeding, all 
independent variables were tested and re-tested to ensure a normal distribution. 
 The next step is to test for multicollinearity.  Multicollinearity exists when there are 
strong correlations or relationships between independent variables (Osborne and Waters 
2002).  To test for multicollinearity, this thesis ran an autocorrelation to detect correlations 
between independent variables.  Correlations over 0.70 were considered the threshold in this 
thesis.  When a pair of independent variables had a correlation over 0.70, one variable was 
removed and the autocorrelation was run again until no multicollinearity existed. 
 The final step used in this thesis to ensure the data was reliable was to test the 
linearity of the independent and dependent variable.  Again, if independent variables did not 
show a linear relationship with the dependent variable, the data was transformed.  Once the 
data was tested and found to be reliable, the regression analysis was conducted.  Statistical 
software JMP was used to conduct the analysis.  The data was tested at a 95% confidence 
interval.  Independent variables with p-values or 0.05 and below were considered significant.   
 The regression model was also tested to determine its strength at predicting the 
dependent variable based on the list of independent variables. The coefficient of multiple 
determination (R²) describes the strength of association between the dependent variable and 
the independent variables (Agresti and Finlay 1997).  The higher the R² value the better the 
independent variables are at predicting or explaining the dependent variable.  The R² value 
can be between 0 and 1.  More tests were conducted to increase the R² value by removing 
different independent variables from the model that had low t-values and therefore high p-
values.   
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 This thesis used regression models to examine the rural creative economy.  The first 
model was constructed to determine the different characteristics of rural counties when using 
the percent of creative occupations in 2000 as the dependent or response variable.  The other 
model was intended to observe whether economic growth was a response to rural counties 
with these characteristics.  This model uses the same independent or explanatory variables 
used in the first model.  The results of these models indicate two things.  First, what variables 
best explain or predict the percentage of creative occupations in rural counties and do these 
variables also explain or predict economic growth in rural counties. 
 
3.4 Rural Creative Communities 
Once the multiple regression analysis was complete and the characteristics 
determined, the rural creative communities from the study area were identified.  As 
mentioned earlier, a rural creative community is a rural county with a share of creative 
occupations 28 percent or higher.  The data for occupations comes from the 2000 U.S. 
Census Summary File 4 dataset.  This dataset looks at the occupations of residents 16 years 
or older that were employed in 2000.  Again, using GIS software, a query is made to find 
these counties. The rural creative counties are then displayed on a map to show where they 
are located in comparison to each other and surrounding counties.  There are a total of 14 
rural creative counties.  This is equal to about 7 percent of rural counties and close to 4 
percent of all counties. 
The characteristics found in the multiple regression analysis are then used to compare 
rural creative counties with rural counties in the study area.  Each rural creative county is 
DOVRFRPSDUHGWRLWVVWDWH¶V rural counties.  The objective of doing these comparisons is to get 
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a better understanding of rural creative communities and the characteristics of them.  Also, 
other characteristics are analyzed.  For instance, the presence of a university or college is 
important in creative communities according to Florida (2002).  Along with the presence of 
universities or colleges, the presence of art organizations/councils, and economic 
development corporations is also examined.  These qualitative characteristics might bring 
insight into other characteristics of rural creative counties. 
 
3.5 Conclusion 
 According to the literature, the creative economy is important for urban communities.  
However, a lack of research on the creative economy in rural communities requires attention.  
This thesis uses a methodology that not only identifies where these rural creative 
communities are, but also examines their characteristics.  These characteristics are derived 
from Florida (2002) who indicates that the creative class wants particular features in the 
community they live.  This methodology advances the creative economy thesis by 
investigating the role of the creative economy in rural communities.  For example, Florida 
(2002) indicates that creative communities experience growth in their economy with the 
presence of the creative class.  While this may be true for urban communities, the objective 
of this research is to find if it is also true for rural communities. 
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CHAPTER 4.  RESULTS 
 
4.0 Rural Counties 
In order to identify rural counties in the study area, Geographical Information 
Systems (GIS) software was used to identify counties with cities that had a population of 
50,000 or more in 2000.  Next, the software selected all surrounding counties that shared a 
border with the county that had a city with a population of at least 50,000.  Figure 4.1 shows  
 
Figure 4.1:  Rural (Non-Metropolitan) Counties in the Midwest Study Area 
 
Source: 2000 U.S Census 
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the rural counties and the metropolitan counties as defined in this thesis.  Rural counties 
include all counties without a city with a population of 50,000 or more in 2000 and are not 
adjacent to counties with a city that had a population of 50,000 or more in 2000.   There are a 
total of 189 rural counties and 171 metropolitan counties.  The breakdown of rural counties 
by state is as follows, Illinois has 53 rural counties; Iowa has 53 rural counties; Minnesota 
has 52 rural counties; and Wisconsin has 31 rural counties. 
 The rural counties are equally distributed throughout the Midwest study area.  This 
equal distribution allows for a better sample than if most of the rural counties were in one 
state.  Previously it was stated that the percentage of creative occupations for the entire study 
area was 32.7 percent and the percentage for the United States was 33.4 percent in 2000.  The 
percent of creative occupations in the rural counties was only 24 percent.  This is 
considerably lower than both the percentages of the study area and the United States. 
 
4.1 Multiple Regression Analysis Results 
 The purpose of the multiple regression analysis was to determine which independent 
or explanatory variables best predicted or explained the percentage of creative occupations in 
rural counties in 2000.  A total of eleven variables were used in this analysis.  They were 
used because they were either found in the literature by Florida (2002) or used in other 
studies on the rural creative economy.  Table 4.1 shows a summary of statistics for the 
variables used in this analysis.  The first variable, the percent of creative occupations in 2000, 
is the dependent or response variable.  The remaining variables are the independent or 
explanatory variables.   
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Table 4.1:  Summary of Statistics of variables 
 
Description Variable Name Mean Median Maximum Minimum Standard 
Deviation
Percentage of Creative 
Occupations (2000)
CreatPer (00) 0.226 0.221 0.334 0.158 0.034 
Percent of residents at least 25 
years old ZLWKD%DFKHORU¶V
degree or above in 2000
BachorHigher % 
(00) 
0.145 0.137 0.320 0.069 0.042 
Percent of  gay/lesbian 
Households in 2000
gayHH % (00) 0.003 0.003 0.012 0.000 0.002 
Percent of residents that were 
non-white in 2000
NonWhite % (00) 0.051 0.029 0.877 0.002 0.082 
Percent of High-Tech 
Occupations in 2000
HighTechOcc % 
(00) 
0.030 0.030 0.065 0.013 0.009 
Number of Patents issued from 
1990-1999
Patents 90-99 21.54 10.00 404.00 0.00 38.60 
Percent of art, design and 
entertainment occupations in 
2000
ArtsOcc % (00) 0.0064 0.0059 0.0182 0.0000 0.0030 
Percent of art, entertainment 
and recreation establishments 
in 2000
ArtsEst % (00) 0.0171 0.0159 0.0510 0.0000 0.0073 
Number of Places/Buildings on 
National Historic Registry per 
1,000 residents
HisPla_1000  0.653 0.511 2.945 0.025 0.529 
Percent of Accommodation and 
Food Establishments in 2000
AccomEst % (00) 0.0909 0.0838 0.2703 0.0422 0.0340 
Percent of Residents between 
the ages of 18 and 40 in 2000
pop18_40 % (00) 0.2641 0.2598 0.4596 0.1945 0.0412 
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The next step in the multiple regression analysis was to check for multicolinearity.  
Through a process known as autocorrelation, a correlation matrix was created to look for 
relationships among the different independent variables.  Based on literature, independent 
variables with a correlation of 0.70 or above were removed from the regression analysis 
(Abrams 2007).  The autocorrelation conducted on this data found no independent variables 
correlated over 0.65.  Appendix B shows the correlation matrix of the independent variables 
 One of the assumptions of the multiple regression model is that it assumes the 
variables are normally distributed.  JMP statistical software was used to determine the 
distribution of the variables.  Four of the variables had distributions that were not normal.  
They included HistPla_1000, Patents 90-99, pop18_40 % (00), and nonWhite % (00).  To 
make them normal they needed to be transformed.  The variables were transformed by taking 
the natural logarithm (LN) of each of their values.  A distribution analysis was conducted 
again and the data was found to be normally distributed.  
 After transforming the variables, an autocorrelation was conducted to ensure that 
none of the transformed variables became correlated with the other variables.  The 
autocorrelation found that none of the variables were highly correlated.  The final step before 
running the regression model was to verify that each independent variable was linear when 
compared to the dependent variable.   
 Finally, the regression analysis was conducted using JMP statistical software.  Using 
a confidence interval of 95%, the results of the analysis are shown in figure 4.2.  A total of 
eight variables were significant based on the Prob>[t] column or p-value in the figure. 
However, the model is not complete.  Some of the variables do not fit in this model and may  
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Figure 4.2: Regression Analysis Results for percent of creative occupations 
 
be affecting the other variables.  The next step in the process is to remove independent 
variables with low t-ratio values.  The pop18_40 % (00) LN, percent of rural county residents 
between the ages of 18 and 40 in 2000, variable has the lowest t-ratio.  When this variable is 
removed, the R² value decreases from 0.781 to 0.780.  Again, the higher the R² value, the 
better the goodness of fit of the model.   
The process of removing the independent variable with the smallest t-ratio was 
repeated until only the independent variables that were significant were left.  Figure 4.3 
shows the remaining explanatory variables.  Again, all variables are significant at the 0.05 
level. This means that there is a 95% probability that, when measured with the other 
variables, each variable explains the percentage of creative occupations in rural counties in 
2000. In order to determine which direction (increase/decrease) the independent variable 
predicts the dependent variable, the independent variable coefficient must be analyzed.  
These coefficients are displayed in figure 4.3 as Estimate for each variable.   
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Figure 4.3: Final list of independent variables which explain the percentage of creative occupations in                    
rural counties 
  
 
The first significant variable is BachorHigher % (00) - WKHSHUFHQWDJHRIWKHFRXQW\¶V
population at least 25 years old that has a bachelors degree or higher in 2000.  The model 
predicts that as the percentage of people with bachelors degrees or higher rises, so does the 
percentage of creative occupations in rural counties.   
 The percent of gay and lesbian (gayHH % (00)) households in 2000 also appears to 
increase as the percentage of creative occupations in rural counties increase.  However, the 
percent of non-white residents (nonwhite % (00)) in rural counties is not significant and in 
fact the percentage of non-white residents decreases as the percentage of creative occupations 
increases. 
 The technology indicators (HighTechOccu % (00) and Patents 90-99 LN) both seem 
to increase as the percentage of creative occupations in rural counties increase.  Both 
variables are also significant and they increase as the percent of creative occupation in rural 
counties increase. 
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 The next set of variables tried to determine whether lifestyle characteristics were 
important in rural creative communities.  The first variable, ArtsOcc % (00) (the percentage 
of art, design, and entertainment occupations in a rural county in 2000), was significant and 
increased as the percentage of creative occupations in rural counties increased.  The ArtEst % 
(00) (the percentage of art, entertainment and recreation establishments in rural counties in 
2000) was also significant and had a positive relationship with the percentage of creative 
occupations in rural counties in 2000.   
 Authenticity/Identity characteristics do not explain the percentage of creative 
occupations in rural counties.  Both the number of historic places, buildings, and districts per 
1,000 county residents (HisPla_1000 LN) and  the proportion of accommodation and food 
establishments (AccomEst % (00)) were not significant and tend to decrease as the 
percentage of creative occupations in rural counties increases. 
 Finally, the percentage of county residents between the ages of 18 and 40 in the year 
2000 (Pop18to40 % (00) LN) was analyzed.  This variable was shown to be significant 
initially, but it was shown to decrease as the percentage of creative occupations in rural 
counties increase.  Therefore it was removed and the model was re-analyzed.  
 The final step in determining whether this model actually explains the relationship 
between the dependent and independent variable is to check the R² value.  Figure 4.4 
indicates that this regression model predicts the percentage of creative occupations in rural 
counties with great precision.  The R² value is equal to 0.775.   The graph in figure 4.4 shows 
a scatter plot of the actual values of the percentage of creative occupations (CreaPer (00)) on 
the y-axis and the predicted values of the percentage of creative occupations based on the 
independent variables on the x-axis.  Notice that the actual value and the predicted values 
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Figure 4.4: Summary of Fit Table for percent of creative occupations 
 
 
have a linear relationship.  This means that the predicted values are similar to the actual 
values.   
 The next step in the process is to determine whether economic growth can be 
explained by these same six variables.  Economic growth was first measured using the 
change in per capita income from 1990 to 2000 in each rural county.  The results of this 
regression analysis where the change in per capita income is used as the dependent variable 
is shown in figure 4.5.  The R² (0.274) value is initially lower than the previous regression 
analysis conducted earlier.  Also, there were only two variables that were significant.  The 
first step which was conducted to improve this model was to remove variables that did not 
lead to the explanation of the change in per capita income in rural counties.   
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Figure 4.5: Parameter Estimates for per capita income change (1990-2000) 
 
The variable gayHH % (00) LN, which indicates the percentage of gay and lesbian 
households in 2000, was removed first due to its low t-ratio.  After a few more variables 
were removed, the final results are shown in figure 4.6.  The R² (0.266) value decreased 
slightly from the original mRGHO  7KLVPRGHO VKRZV WKDW DV D FRXQW\¶V SHU FDSLWD LQFRPH
change from 1990 to 2000 increases so do the percent of residents at least 25 years old with a 
EDFKHORU¶VGHJUHHRUKLJKHULQ (BachorHigher % (00)) and the number of patents issued 
from 1990 to 1999 (Patents 90-99 LN) at the 0.05 level.  At the 0.10 level, the percent of art, 
entertainment, and recreation establishments (ArtEst % (00)) also explained the change in per 
capita income.   
 
Figure 4.6: Final Parameter Estimates for explanation for per capita income change 
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Economic growth was also measured in terms of the change in employment from 
1990 to 2000.  The same six variables were used in a regression analysis to determine if they 
explain the change in a rural FRXQW\¶VHPSOR\PHQW IURm 1990 to 2000.  The percentage of 
art, design, and entertainment occupations in 2000 and the percentage of art, entertainment, 
and recreation establishments in 2000 were removed as the initial analysis found them to be 
insignificant and have low t-ratios.  The final analysis found four of the original six variables 
to be significant at the 0.05 and 0.10 levels at explaining the change in employment from 
1990 to 2000 in rural counties.  Figure 4.7 shows the results of the analysis in the parameter 
estimate table. 
 
Figure 4.7: Parameter estimates for explaining employment change (1990-2000) 
 
The R² (0.425) value can be translated to show that about 43 percent of the variability 
in the change in employment from 1990 to 2000 can be explained by the four independent 
variables. The summary of fit analysis and the PRGHO¶VVFDWWHUSORWDUHVKRZQLQILJXUH 
Using employment change to measure economic growth better aligns with the results of 
Florida (2000).  Technology, talent, and tolerance measurements all seem to increase as the 
change in employment increases in rural counties. 
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Figure 4.8: Summary of Fit Table for change in employment from 1999-2000 
 
   
4.2 Rural Creative Counties 
 There are a total of 14 rural creative counties in the study area.  This distribution of 
rural creative counties is interesting.  One interesting fact is that none of the rural creative 
counties are adjacent to another rural creative county.  In order to better understand the 
locations of the rural creative counties, figure 4.9 shows a map of the rural creative counties 
with their names labeled.  The distribution of rural creative counties by state is as follows, 
Illinois has 3 rural creative counties, Iowa has 3 rural creative counties, Minnesota has 4 rural 
creative counties, and Wisconsin has 4 rural creative counties.  These results overlap 
VRPHZKDWZLWK0F*UDQDKDQDQG:RMDQ¶VH[DPLQDWLRQRIWKHFUHDWLYHHFRQRP\)RU
instance, in both studies Jefferson County, Iowa and Cook County, Minnesota ranked high in 
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creative occupations.  However, the definitions of creative economy and non-metropolitan 
areas differ in this thesis compared to those used in McGranahan and Wojan (2007). 
Figure 4.9: Rural Creative Counties
 Source: U.S. Census Bureau 
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 This thesis used a combination of 25 occupational groupings from the 2000 U.S. 
Census to define the range of creative occupations.  Figure 4.10 shows how rural creative 
counties compared to rural counties and the four states¶ UXUDO FRXQWLHV in regards to the 
percentage of creative occupations.   
 
Figure 4.10: Percentage of Creative Occupations in each geographic area 
Source: 2000 U.S. Census 
 
Creative occupations were then further broken down into the Super Creative Core and 
Creative Professionals categories.  These terms were coined by Florida (2002).  Florida 
(2002) and Swenson and Eathington (2004) used these terms to describe and categorize 
creative occupations. Using the Super Creative Core and Creative Professionals groupings to 
analyze creative occupations, figure 4.11 shows the percentage of the groupings in each 
geographic area.  In each of the areas, Creative Professionals outnumber the Super Creative 
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Core.  Florida (2002) found that in the United States in 2000, the Super Creative Core 
numbered about 12 percent of all occupations and Creative Professionals numbered about 18 
SHUFHQW7KHUXUDOFUHDWLYHFRXQWLHVLQWKLVVWXG\DOLJQZHOOZLWK)ORULGD¶VILQGLQJV 
 
Figure 4.11: Share of Super Creative Core and Creative Professionals in each geographic area 
Source: 2000 U.S. Census 
  
4.2.1 Results Overview 
 The purpose of this section is to examine the presence of the characteristics of rural 
creative communities, found in the regression analysis, in the 14 rural creative counties.  This 
section also compares the rural creative counties to rural counties and the rural counties in 
the four states in the study area.  The regression model indicates that as the percentage of 
creative occupations in rural counties increase, technology, talent, tolerance, and lifestyle 
characteristics increase as well.  While this model does not determine a cause-effect 
relationship, it does however indicate a high predictability among the independent variables. 
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Another step in understanding the characteristics of these rural creative counties is to 
search deeper into different organizations that may be present in the rural creative county and 
aligns with the characteristics found earlier.  For instance, do rural creative counties have an 
economic development corporation?  Is there an arts council present?  Is the county a resort 
county?  Is there a university or college present?  The presence of a university or college 
aligns with the talent and technology characteristics.  Universities are able to attract talent, 
provide the infrastructure and funding needed to generate technology, and produce tolerant 
environments (Florida 2002).   
  
Technology
Technology was found to be an important factor in explaining the increase in the 
percentage of creative occupations in rural counties.  Both the total number of patents issued 
from 1990 to 1999 and the percentage of high technology occupations in 2000 increased as 
the percentage of creative occupations increased in rural counties.  Figure 4.12 compares the  
Figure 4.12: High-Tech Occupation Comparison 
 
(Source: 2000 U.S. Census) 
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percentage of high technology occupations in 2000 to all rural counties and rural counties in 
each of the four states.  The rural creative counties have over 1 percent more high technology 
occupations in 2000 than rural counties.  1H[WHDFKUXUDOFUHDWLYHFRXQW\¶VKLJKWHFKQRORJ\
RFFXSDWLRQVDUHH[DPLQHGDQGFRPSDUHGWRWKHLUUHVSHFWLYHVWDWH¶VUXUDOFRXQWLHV 
Figure 4.13 shows the percentage of high technology occupations in 2000 in each 
rural creative county With the exception of five counties, the majority of rural creative 
FRXQWLHV KDYH D KLJKHU SHUFHQWDJH RI KLJK WHFKQRORJ\ RFFXSDWLRQV WKDQ WKHLU VWDWH¶V UXUDO
counterparts.  When compared to the percentage of all rural counties, 10 rural creative 
counties have a percentage of high technology occupations greater than rural counties. 
Figure 4.13: High Technology Occupations by rural creative county (2000) 
Source: 2000 U.S Census 
 
 The total number of patents issued from 1990 to 1999 was shown to be a factor in the 
increase of the percentage of creative occupations in rural counties in 2000.  Figure 4.14 
0.0%
1.0%
2.0%
3.0%
4.0%
5.0%
6.0%
7.0%
High Technology Occupations (2000)
HighTechOcc (00) %
76 
Figure 4.14: Average number of Patents Issued per county from 1990 - 1999 
 
Source: U.S. Patent and Trademark Office 
 
compares the average number of patents issued from 1990 to 1999 per county in rural 
FUHDWLYHFRXQWLHVWRUXUDOFRXQWLHVDQGHDFKVWDWH¶VUXUDOFRXQWLHV5XUDOFUHDWLYHFRXQWLHVE\
far had the highest average number of patents issued from 1990 to 1999.  Even when St. 
Croix County, WI was removed, because it was an outlier and possibly inflated the average, 
rural creative counties still had an average number of patents greater than the rural counties. 
 
Talent
The percentage of the population 25 years old or older with at least a bDFKHORU¶V 
degree was higher in the rural creative counties than that in rural counties.  In 2000, almost 
24 percent of the people living in the rural creative counties 25 years or older had at least a 
bachelor¶s degree while only 15 percent of people had the same in rural counties.   Every 
rural creative county had a higher percentage of the population 25 years or older with at least 
a Bachelors degree or higher than that of all rural counties.  Figure 4.15 shows the percent of 
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Figure 4.15: Percent of Residents at least 25 years old with at least a Bachelors degree in 2000 
Source: 2000 U.S Census 
 
people with a Bachelor degree or above in rural creative counties, all rural counties and each 
of the four states rural counties in 2000.   Jackson, IL and McDonough, IL had the highest 
percentage of residents with a Bachelors degree or above as shown in figure 4.16. 
 
Figure 4.16: Percentage of Residents in rural creative counties with at least a Bachelors degree in 2000 
 
Source: 2000 U.S Census 
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The presence of a university or college aligns with the talent and technology 
characteristics.  Universities are able to attract talent, provide the infrastructure and funding 
needed to generate technology, and produce tolerant environments (Florida 2002).  Based on 
a VHDUFKRIHDFKVWDWH¶V'HSDUWPHQWRI Education websites, 11 rural creative counties have a 
university (public or private), a community college, or a technical college.  There were a total 
of 19 universities or colleges in 11 of the 14 rural creative counties.  Nicollet County, 
Minnesota is home to four universities/colleges.  Two of the universities, Minnesota State 
University ± Mankato (public), Bethany Luther College (private) and Gustavus Adolphus 
College (private) are four-year universities located in Nicollet County, Minnesota.  Table 4.2 
indicates what types of universities/colleges are located in the rural creative counties. 
 
Table 4.2: University/College type by rural creative county 
 Source: IL, IA, MN, WI Dept. of Education 
County Four-Year Public Four-Year Private Community College Technical College
Jackson, IL 1 - - - 
McDonough, IL 1 - 1 - 
Richland, IL - - 1 - 
Cerro Gordo, IA - - 1 - 
Dickinson, IA - - - - 
Jefferson, IA - 1 - - 
Beltrami, MN 1 1 - 1
Cook, MN - - - - 
Crow Wing, MN - - 1 - 
Nicollet, MN 1 2 1 - 
Bayfield, WI - - - - 
Oneida, WI - - - 1
Portage, WI 1 - - 2
St. Croix, WI 1 - - 1
TOTAL 6 4 5 5
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Tolerance (Diversity) 
According to Florida (2002), diversity or tolerance of culture, race, skin color, or 
sexual orientation is found in creative communities.  While this may be true in urban creative 
communities, does the same hold true for rural creative communities?  While the percentage 
of the non-white population in rural counties does not seem to be a characteristic of 
creativity, the percentage of gay and lesbian households does. About 0.35 percent of 
households in rural creative counties were gay/lesbian households in 2000.  Figure 4.17 
VKRZVKRZUXUDOFUHDWLYHFRXQWLHVFRPSDUHGWRUXUDOFRXQWLHVDQGWKHLUVWDWH¶VUXUDOFRXQWLHV
in the percentage of gay/lesbian households in 2000.  Figure 4.18 shows the percentage of 
gay and lesbian households in rural creative counties.  There were 10 rural creative counties 
that had a higher percentage of gay and lesbian households than in rural counties and 9 rural 
creative counties had a higher percentage of gay/lesbian households than their respective 
state.   
 Figure 4.17: Comparison of Gay/Lesbian Households 
                                                       
                                                    Source: 2000 U.S Census 
0.0%
0.1%
0.1%
0.2%
0.2%
0.3%
0.3%
0.4%
0.4%
Rural 
Creative 
Counties
Rural 
Counties
IL IA MN WI
Percent of Gay/Lesbian Households (2000)
GayHH (00) %
(Rural counties in each state) 
80 
Figure 4.18: Percentage of gay and lesbian households by rural creative counties in 2000 
 
 
Source: 2000 U.S Census 
 
Lifestyle
Art occupations (%) and art establishments (%) in 2000 were both considered to 
explain the percentage of creative occupations in a rural county.  Figure 4.19 compares the 
Figure 4.19: Percent of art, design and entertainment occupations in 2000 
 
Source: 2000 U.S Census 
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percent of art occupations (%) in 2000 in rural creative counties to that of rural counties and 
eaFKVWDWH¶VUXUDOFRXQWLHV  Rural creative counties (1.0 percent) have a higher percentage of 
art, design, and entertainment occupations then rural counties (0.7 percent).   Figure 4.20 
RIIHUV DPRUH GHWDLOHG RYHUYLHZ RI HDFK UXUDO FUHDWLYH FRXQW\¶V SHUFHQt of art, design and 
entertainment occupations in 2000.  A total of 10 rural creative counties have a higher 
percentage of art, design and entertainment occupations than rural counties as a whole. 
Figure 4.20: Percentage of art, design and entertainment occupations in rural creative counties                     
Source: 2000 U.S. Census 
 
 Next, the percentage of art, entertainment and recreation establishments was 
H[DPLQHGLQWKHUXUDOFUHDWLYHFRXQWLHVDQGFRPSDUHGWRUXUDOFRXQWLHVDQGHDFKVWDWH¶VUXUDO 
counties in figure 4.21.  The regression analysis indicated that this variable explained the 
percent of creative occupations in rural counties.  It appears that rural creative counties have 
a higher percentage of art, entertainment and recreation establishments than rural counties as 
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a whole in 2000  )LJXUH  GHWDLOV HDFK UXUDO FUHDWLYH FRXQW\¶V SHUFHQW RI DUW
entertainment and recreations establishments in 2000. 
Figure 4.21: Percent of art, entertainment and recreation establishments in 2000 
Source: 2000 U.S Census 
 
Figure 4.22: Percent of art, entertainment and recreation establishments in rural creative counties 
 
Source: 2000 U.S Census 
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Rural creative counties as a whole have a higher percent of art, design, and 
entertainment occupations in 2000 than in rural counties as a whole. Of the 14 rural creative 
counties, 9 have a higher percentage of art, design, and entertainment occupations in 2000 
than rural counties.  Although not every rural creative county has a higher percentage of art 
establisKPHQWV DQG DUW RFFXSDWLRQV LQ  WKDQ UXUDO FRXQWLHV DQG WKHLU UHVSHFWLYH VWDWH¶V
rural counties, lifestyle characteristics do appear to be important in rural creative 
communities. 
 The importance of lifestyle characteristics can also be found by looking for the 
presence of art organizations or councils.  This thesis looked for art councils in each of the 14 
rural creative counties.  Each of the 14 rural creative counties has an arts council or 
organization.  Some of the counties have regional or multi-county art councils located within 
their borders.  Crow Wing County, Minnesota is home to the Artists of Minnesota 
Organization.  Cook County, Minnesota is also home to at least four art organizations or 
councils. 
Finally, during examination of the variables, it was found that some of the rural 
creative counties had no university or college, a low percentage of people with a bachelors 
degree or higher and a low percentage of high technology occupations.  There must be 
another explanation of what makes these counties different from the others.  This thesis 
examined the results of a study conducted by the Economic Research Service conducted by 
the United State Department of Agriculture (Brown and Reeder 2005).  The purpose of this 
study was to identify recreation communities throughout the United States.   
The study divided the counties by a non-metropolitan and metropolitan status.  This 
study listed over 300 counties that ranked high in recreation and tourism.  They then divided 
84 
these counties into the type of recreation which is present in these counties.  Interestingly, 3 
of the rural creative counties appeared in this list.  They included Bayfield County, WI, 
Dickinson County, IA, and Cook County, MN.  Each of these counties ranked high in the 
Midwest Lakes/Vacation home category. Also, earlier it was found that these counties do not 
have universities/colleges present within their borders.  This could mean that recreation or 
tourism is also important to rural creative counties without the presence of higher education 
facilities.   
 
Economic Growth
Per capita income change from 1990 to 2000 and the change in employment from 
1990 to 2000 in rural counties were examined and found to be explained by some of the 
variables found in rural creative counties.  The average per capita income change (1990 to 
2000) in rural creative counties was higher than that of rural counties as shown in figure 4.23.  
Figure 4.23: Average per capita income change 1990 to 2000                                                          
 
Source: Bureau of Economic Analysis
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Rural creative counties had an average change in per capita income equal to almost 
$9,500, while rural counties had an average change of less than $8,000 from 1990 to 2000.  
In fact, all of the rural creative counties had a per capita income change higher than that of 
the average per capita income change in rural counties.  Figure 4.24 shows the change in per 
capita income in each rural creative county.  The per capita income change values were not 
adjusted for inflation. 
Figure 4.24: Per capita income change in each rural creative county 
 
                                                       Source: Bureau of Economic Analysis 
 
While per capita income change seems to be higher in rural creative counties than in 
rural counties, the change in employment from 1990 to 2000 was also examined.  Figure 
4.25 indicates that employment change in rural creative counties was also higher than in 
rural counties.  Rural creative counties averaged over two times as many jobs increased than 
in rural counties from 1990 to 2000.   
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Figure 4.25: Average employment change from 1990 to 2000 
 
                                                             Source: 1990, 2000 U.S Census 
 
Figure 4.26 indicates that rural creative counties have higher total changes in 
employment than the rural counties average change in employment.  There were only 4 rural  
 
Figure 4.26: Employment change by rural creative county from 1990 to 2000 
Source: 1990, 2000 U.S Census 
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creative counties that had a lower total change in employment than that of the average 
FKDQJHLQHPSOR\PHQWLQLWVVWDWH¶VUXUDOFRXQWLHVDQGUXUDOFRXQWLHVDVDZKROH 
Next, the presence of an economic development corporation or EDC was looked for 
in each rural creative county.  Based on the search, all of the counties had an EDC.  
However, 4 of the EDCs were based at the city-level and not at a county level.  The 
remaining 10 rural creative counties have an EDC at the county level.  7KHFRXQW\¶s that did 
not have an EDC at the county-level included Jefferson County, IA, Cerro Gordo County, 
IA, McDonough County, IL and Dickinson County, IA which had an EDC that was 
regionally based.  
 
4.3 Summary of Findings 
 This thesis identified 189 rural, non-metropolitan counties in the four state study area.  
A regression analysis was constructed to determine which variables or characteristics best 
explain or predict the percent of creative occupations in rural counties in 2000.  Based on the 
literature, a total of 11 variables were selected.  They measured characteristics of creative 
communities suggested by Florida (2002).  The characteristic groupings included 
Technology, Talent, Tolerance, Lifestyle, and Authenticity/Identity.  Two regression analyses 
were conducted.  The first found that the percent of creative occupations in a rural county 
was best explained by six of the eleven variables or characteristics.  They included, the 
percent of rural county residents 25 years of age or older with at least a bachelor¶s degree in 
2000, the percent of rural county residents who identified as having a high technology 
occupation in 2000, the number of patents issued by rural county from 1990 to 1999, the 
percent of gay and lesbian households by rural county in 2000, the percent of art, design and 
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entertainment occupations by rural county in 2000, and the percent of art, entertainment and 
recreation establishments by rural county in 2000.  In fact, each of these variables increased 
as the percent of creative occupations in rural counties increased in 2000. 
 The next regression model was intended to determine whether the presence of these 
six variables in rural counties predicted economic growth.  The first regression model found 
that the total change in per capita income from 1990 to 2000 in rural counties was explained 
best by only three variables, percent of rural county residents at least 25 years old with at 
least a bachelor¶s degree, the total number of patents issued by county from 1990 to 1999 and 
the percent of art, entertainment and recreation establishments by county in 2000.  Next, 
another regression model was constructed to determine which variables, out of the six, best 
explained or predicted rural county employment growth from 1990 to 2000.  The model 
indicated that as the more jobs created from 1990 to 2000 increased in a rural county, so did 
the percent of high technology occupations, the number of patents issued by county from 
1990 to 1999, the percent of residents at least 25 years old with at least a bachelor¶s degree, 
and the percent of gay and lesbian households in 2000. 
 The final analysis of this thesis examined the six variables found to be characteristics 
of creative communities, according to the regression analysis, in each of the 14 rural creative 
counties.  The technology characteristic was examined first.  Rural creative counties have a 
higher percentage of high technology occupations and average number of patents than rural 
counties.  As far as talent, every rural creative county had a higher percentage of residents at 
least 25 years old with at least a bachelor¶s degree.  In fact, every rural creative county had a 
university or a college within its borders with the exception of three counties.  Tolerance, 
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when measured in terms of the percent of gay and lesbian households, was also higher on 
rural creative counties than in rural counties. 
 One of the lifestyle characteristics, percent of art, design and entertainment 
occupations in 2000, was higher in rural creative counties than in rural counties.  Also, the 
percent of art, entertainment and recreation establishments in 2000 was higher in rural 
creative counties than in rural counties as a whole.  Lifestyle characteristics seem to explain 
the increase in the percent of creative occupations in rural counties.  The presence of an arts 
council or organization within the rural creative counties also appears to be important.  All of 
the 14 rural creative counties have an arts council or organization. 
 Finally, it was found that all of the rural creative counties experienced a larger total 
change in per capita income from 1990 to 2000 than that of rural counties.  In regards to the 
total change in the rural counties employment from 1990 to 2000, 10 of the 14 counties had 
experienced a change in employment greater than that of the average of rural counties in their 
respective state.  Also, eleven rural creative counties had an economic development 
corporation at the county-level while the others had one at a city-level. 
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CHAPTER 5. CONCLUSIONS 
5.0 Summary  
 Research on the rural creative economy has, until now, been mostly absent from the 
creative economy literature.  Rantisi et al. (2006) stated that research on the rural creative 
economy has been sparse.  Through an extensive examination of creative economy literature 
and previous case studies, this thesis was able to analyze and determine the characteristics of 
the creative economy in rural Midwest counties.  The purpose of this study was to determine 
LI )ORULGD¶V  Creative class theory was applicable in a rural setting.  This thesis 
identified and examined the common characteristics of the creative economy in rural 
communities throughout the Midwest (Illinois, Iowa, Minnesota, and Wisconsin).  The goal 
of this thesis was to suggest an alternative economic development paradigm for rural 
communities to use when strategizing ways to enhance their economy to see if and how the 
creative economy theory could be applied in rural areas. 
 This thesis examined three research questions.  The first question asked, which rural 
community characteristics best explain the distribution of creative occupations in rural 
counties in the Midwest?  Through a regression analysis, six characteristics were found to 
explain the presence of a high percentage of creative occupations in rural counties in 2000.  
They included, the percent of rural county residents who are 25 years of age or older with at 
OHDVW D EDFKHORU¶V GHJUHH LQ  WKH SHUFHQW RI UXUDO FRXQW\ UHVLGHQWV ZKR LGHQWLILHG DV
having a high technology occupation in 2000, the number of patents issued by rural county 
from 1990 to 1999, the percent of gay and lesbian households by rural county in 2000, the 
percent of art, design and entertainment occupations by rural county in 2000, and the percent 
of art, entertainment and recreation establishments by rural county in 2000.  Each of these 
91 
variables increased in rural counties as the percent of creative occupations in rural counties 
increased in 2000. 
 These characteristics measured the different creative community characteristic 
developed by Florida (2002).  The first category was technology.  Technology was measured 
by the percent of rural county residents who identified as having a high technology 
occupation in 2000 and the number of patents issued by rural county from 1990 to 1999.  The 
regression analysis and the analysis of the rural creative counties found both of these 
measures to be important characteristics.  In fact, 10 of the 14 rural creative counties had a 
higher percent of county residents who work in high technology occupations than rural 
counties as a whole.  Also, the rural creative counties averaged over 20 more patents issued 
from 1990 to 1999 per county than rural counties as a whole.  St. Croix County, Wisconsin 
had the highest percent of high technology occupations in 2000 with almost 6.5 percent and 
had over 400 patents issued from 1990 to 1999 which was also the highest among the rural 
creative counties. 
 Talent, or the percent of rural county residents who are at least 25 years old and have 
DWOHDVWDEDFKHORU¶VGHJUHHLQZDVDOso found to explain the increase in the percent of 
creative occupations in rural counties in 2000.  Every rural creative county in this study had a 
higher percentage of county residents who are at least 25 years old and have at least a 
EDFKHORU¶VGHJUHHLQ 2000 than the rural county average.  In fact, 11 of the 14 rural creative 
counties have a university or college located within their borders.  A total of 20 universities 
and colleges are located within the rural creative counties.  Nicollet County, Minnesota had 
the most universities and colleges with five which includes 3 four-year universities.  Talent 
and the presence of a university or college are two important factors in rural creative 
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communities.  Talent and technology also seem to be related.  The top five rural creative 
counties in the percent of high technology occupations in 2000 and 3 of the top 4 rural 
creative counties in patents issued from 1990 to 1999 have a four-year public/private 
university. 
 Along with technology and talent, tolerance also helps explain the increase in the 
percent of creative occupations in 2000 in rural counties.  Tolerance was measured by the 
percent of gay and lesbian households in 2000.  Rural creative counties as a whole had a 
higher percent of gay and lesbian households than rural counties as a whole in 2000.  In fact, 
10 of the 14 rural creative counties had a higher percentage of gay and lesbian households in 
2000 than rural counties as a whole.  Cook County, Minnesota had the highest percent of gay 
and lesbian households with a little over 1 percent. 
 Lifestyle measures were found to explain the increase in the percent of creative 
occupations in rural counties in 2000 as well.  Lifestyle was measured by the percent of art, 
design, and entertainment occupations in 2000 and the percent of art, entertainment, and 
recreation establishments in 2000 in rural counties.  Both of these variables increased as the 
percent of creative occupations in 2000 in rural counties increased.  The percent of art, 
design, and entertainment occupations in 2000 and the percent of art, entertainment and 
recreation establishments in 2000 were higher than that found in rural counties as a whole.  
Cook County, Minnesota had the highest percent of art, design and entertainment 
occupations in 2000 with over 1.65 percent.  Dickinson County, Iowa had the highest percent 
of art, entertainment and recreation establishments in 2000 with over 3.2 percent.  Both of 
these counties were also found to have art councils and organizations.  In fact, Cook County, 
Minnesota had the most art councils/organizations with four. 
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The next question analyzed was, which creative community characteristics explain 
growth (e.g. income, employment) in rural counties in the Midwest.  Economic growth was 
measured by the change in per capita income between 1990 and 2000 in rural counties and 
the total change in employment from 1990 to 2000.  Using the previous six characteristics as 
explanatory variables, three of them helped explain the increase in total per capita income 
change from 1990 to 2000.  The analysis indicated that as the percent of art, entertainment 
and recreation establishments in 2000, the percent of county residents who are at least 25 
ZLWKDWOHDVWDEDFKHORU¶VGHJUHHLQDnd the total number of patents issued from 1990 to 
1999 increased in rural counties, so did the per capita income change from 1990 to 2000.  
However, the strength of this model was not significant and therefore not consistent with 
)ORULGD¶s (2002) findings.  Florida (2002) found that per capita income was an outcome in 
places that had these characteristics.  Although the regression model was not significant in 
explaining the increase in per capita income, all of the rural creative counties had a higher 
change in per capita income from 1990 to 2000 than the average change of rural counties as a 
whole.  Also, all of the rural creative counties had an economic development corporation.   
 Employment change from 1990 to 2000 was best explained or predicted in rural 
counties that had an increase in the percent of county residents who are at least 25 years old 
DQGKDYHDWOHDVWDEDFKHORU¶VGHJUHHLQWKHWRWDOQXPEHURISDWHQWVLVVXHGIURPWR
2000, the percent of high technology occupations in 2000, and the percent of gay and lesbian 
households in 2000.  The analysis also indicated that 10 of the 14 rural creative counties 
experienced a change in employment greater than that of the average of rural counties as a 
whole in 2000.  7KLVPRGHODOLJQHGEHWWHUZLWK)ORULGD¶s (2002) findings. 
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The final research question asked where rural creative communities are located in the 
Midwest study area.  A total of 189 rural counties are located in the Midwest study area.  Of 
these rural counties, 14 were determined to be rural creative counties.  To be considered a 
rural creative county, the county must have a percent of creative occupations over 28 percent 
in 2000.  Wisconsin and Minnesota each had 4 rural creative counties while Illinois and Iowa 
had 3 rural creative counties.  None of the rural creative counties were adjacent to another 
rural creative county.  Jefferson County, Iowa and Jackson County, Minnesota had the 
highest percent of creative occupations in 2000 with 33.4 percent and 33.0 percent 
respectively.  
The results of this thesis DUHVLPLODUWR)ORULGD¶VUHVXOWV%RWKUHVXOWVLQGLFDWH
the importance of technology, talent and tolerance.  These three categories were also found to 
explain the increase in total employment from 1990 to 2000 in each study.  This study, 
however, did not find the authenticity/identity of a community to be important in explaining 
the rise in the percent of creative occupations in 2000 in rural counties.  Also, the change in 
per capita income from 1990 to 2000 in rural counties was not found to be a result of the 
same categories Florida (2002) used; technology, talent and tolerance.  While these findings 
are not consistent with Florida (2002), there may be other factors in rural communities that 
may be impacting these results.  Lifestyle FKDUDFWHULVWLFVKRZHYHUGLGRYHUODSZLWK)ORULGD¶V
(2002) results. 
The results of this thesis are important for three reasons.  First, this study contributed 
to the creative economy literature.  Rural communities in the Midwest do have creative 
economies and their characteristics are similar to those found by Florida (2002) This thesis 
also further detailed and analyzed rural creative communities and their characteristics.   
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 The results of this thesis are also important because they are based exclusively in 
rural (non-metropolitan) counties not adjacent to larger, metropolitan counties.  Previous 
research on the creative economy in rural communities did not make this distinction.  
$FFRUGLQJWR*ODVPHLHU³>L@QGLYLGXDOVDQGILUPVRSHUDWLQJLQDGMDFHQWUXUDOFRXQWLHV
enjoy the benefits of access to higher quality and more sophisticated infrastructure and 
DPHQLWLHVZLWKRXW WKHGUDZEDFNVRI FLW\ OLIH´  7KLV WKHVLVZDV FRQFHUQHG VROHO\ZLWK
rural (non-metropolitan) counties that were free from these location benefits or spillovers. 
 Finally, this thesis is important because it examines rural creative counties in the 
Midwest to further understand the characteristics of rural creative communities.  The 
regression analysis used in this thesis was important in determining which characteristics best 
explained the higher percentages of creative occupations in rural counties in 2000.  The 
analysis of these characteristics in the 14 rural creative counties was also able to confirm 
these were actually present in rural counties with a high percentage of creative occupations.  
Previous research did not examine rural creative communities individually as was done in 
this thesis.  Rural counties in the Midwest will also benefit by knowing where rural creative 
counties are located and the characteristics found in these counties. 
 
5.1 Recommendations for Rural Communities 
Rural economic development is a challenging and ever-changing environment.  Rural 
communities differ from larger, urban communities in that their economies are less 
diversified (Bingham and Mier 1993).  For instance, many rural communities in the Midwest 
may be dominated by agriculture, tourism, manufacturing, retirement, or resource extraction. 
The loss of a large manufacturing firm would have a greater impact on a smaller, rural 
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community than that of a larger, urban community.  Many theories try to explain rural 
economic development, including the product life cycle.  The product life cycle identifies the 
life cycle of a product or industry.  A product or industry is initially conceptualized in a place 
where there is highly skilled labor such as a research and development laboratory.  As the 
product matures and competition increases as more firms are producing similar products, 
firms take advantage of cheap and unskilled labor to manufacture the product.  Many firms 
shift production to rural communities in order to take advantage of these factors. The product 
life cycle is important in explaining why manufacturing locates in rural communities.  
However, as overseas labor becomes more accessible and cheaper for these companies, rural 
areas will continue to lose large employment industries.   
Manufacturing firms have helped revitalize rural communities throughout the United 
States, primarily based on the theory of the product life cycle.  The cost of living in rural 
communities is relatively less than that in urban communities.  Firms locate in these 
communities because they can pay their employees less.  However, many new theories on 
economic development focus on attracting high technology firms, including the growth pole 
theory of economic development. The growth pole theory states that growth is stimulated by 
high technology and cutting-edge industries (Bingham and Mier 1993).  These firms are able 
to attract technology, capital and political influence.  Other similar firms are then attracted to 
and concentrate around these growth poles.  This phenomenon is seen in places like Silicon 
Valley, Route 128 in Boston and The Triangle in North Carolina.   
 The creative economy theory adds to the notion that the old ways of rural economic 
development theory are becoming less relevant with an ever-changing global economy.  
IQVWHDG SODFHV VKRXOG IRFXV RQ PDUNHWLQJ WKHLU FRPPXQLW\¶V DVVHWV VXFK DV QDWXUDO DQG
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cultural amenities, technological infrastructure, and other quality of life factors.  
Communities should not all together stop trying to attract manufacturing firms, but they 
VKRXOG EHJLQ WR WDNH DGYDQWDJH RI WKHLU FRPPXQLW\¶V DVVHWV DV D WRRO WR DWWUDFW FUHDWLYH
people. 
,WLVLPSRUWDQWWRHPSKDVL]HWKDWGHYHORSLQJDUXUDOFRPPXQLW\¶VFUHDWLYHHFRQRP\LV
not the final solution.  Rural communities should use this economic development strategy if 
their community can support a creative economy.  Rural communities that have only a few 
hundred people and are an agricultural economy would not benefit from this strategy.  This 
economic development strategy should be used in rural communities that are able to accept 
and nurture change in both the types of people who they may attract and a change in the 
FRPPXQLW\¶VDWWLWXGHWRZDUGUXUDOHFRQRPLFGHYHORSPHQW 
 While the results of this thesis are important for rural counties in the Midwest, a list 
of recommendations would further assist these places in developing their creative economies. 
These recommendations are not appropriate for all rural communities.  In fact, this thesis 
should not be used as a blue print towards economic success.  The recommendations offered 
in this thesis are intended for communities which feel they can support a creative economy.  
Also, communities should realize that this thesis should be viewed as an alternative economic 
development strategy, which should be used in conjunction with other economic 
development strategies.  The first suggestion is for rural communities to partner with local 
universities and colleges.  Rosenfeld (2004) adds that rural communities must make greater 
use of community colleges because they are accessible and flexible.  Of the 14 rural creative 
counties in this study 11 had a university or a college.   Although not every rural county has a 
university or college, rural communities must be able to partner with universities and 
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colleges in surrounding communities.  The benefit a community gains from partnering with a 
XQLYHUVLW\ RU FROOHJH LV WKDW WKH\ DUH DEOH ³WR absorb and exploit the innovation and 
WHFKQRORJLHVWKHXQLYHUVLW\JHQHUDWHV´Florida 2002, 292).  Henderson and Abraham (2004) 
adds that communities that partner with universities and colleges benefit because they 
³JHQHUDWH UHVHDUFKDQGGHYHORSPHQW WKDWFDQ OHDG WRQHZFRPPHUFLDOSURGXFWVQHZILUPV
DQGQHZMREV´ 
 Another recommendation this thesis offers is that rural counties should offer 
incentives for art and art related workers to re-locate to their county.  This thesis indicated 
that art, design and entertainment occupations are prevalent in rural creative counties.  This 
thesis and prior studies indicate that creative class workers prefer places with lifestyle 
characteristics including places with an art and entertainment scene (Florida 2002).  
Communities that are able to attract more art and art related workers may be able to open 
more art galleries, offer art training workshops, or engage in entertainment performances 
such as plays or musical performances.  One way rural communities can attract art and art 
related occupations is to offer subsidized studio space.  Another suggestion is for 
communities to create an arts organization.  Art organizations can offer workshops such as 
painting, pottery PDNLQJDQGGUDZLQJVXFKDV LQ&RRN&RXQW\0LQQHVRWD¶V*UDQG0DUDLV
Art Colony.   
 The next recommendation this thesis offers is for rural communities to attract gay and 
lesbians in their community.  Florida (2002) suggested that places that are tolerant towards 
different cultures, lifestyles, or sexual orientations are more likely to attract creative people.  
Although this study found the percent of non-white residents in rural counties not to be a 
characteristic of creative communities, the percent of gay and lesbian households was.  There 
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are many ways a community may attract gay and lesbians.  For instance, a rural community 
can market themselves as a place where everyone is welcome regardless of sexual 
orientation.  Another example would be to offer financial subsidies or incentives for gay or 
lesbian owned businesses to re-locate to a rural county. 
 Finally, this thesis found that high technology occupations and patents are important 
characteristics in rural creative counties.  Although this thesis did not examine high 
technology industries in creative counties, it is assumed that places with high technology 
occupations also have high technology industries.  It is not expected that rural counties are 
going to be able to attract large high technology firms like IBM or other large pharmaceutical 
companies.  However, small high technology firms like web site designers and Internet 
companies are footloose and their location decisions are more dependent on community 
characteristics like natural and cultural amenities (Blair 1995).  Attracting high technology 
ZRUNHUVPD\DOVREHDVWUDWHJ\WRGHYHORSDUXUDOFRPPXQLW\¶VFUHDWLYHHFRQRP\2IIHULQJ
high technology workers, who wish to become entrepreneurs, financial subsidies and 
incentives to re-locate in a rural community, is another way to attract them.  Johnnson (2007) 
suggests creating high technology incubators, ZKLFK DUH GHVFULEHG DV D ³subsidized office 
space geared toward high-tech businesses´ 
Offering basic technological infrastructure like broadband Internet access may be one 
way to attract high technology firms and high technology workers. For instance, Henderson 
and Abraham (2004) state that knowledge-based activities requires improvement in 
community infrastructure such as telecommunications in rural communities.  Broadband 
Internet is one such way rural communities can improve their telecommunications 
infrastructure (Henderson and Abraham 2004).  In fact, Fairfield, Iowa, located in Jefferson 
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County, Iowa, recently was awarded a grant by the United States Department of Agriculture 
WR SURYLGH EURDGEDQG ,QWHUQHW DFFHVV WR WKH FRPPXQLW\¶V UHVLGHQWV DQG EXVLQHVVHV 7KH
broadband Internet access in Fairfield, Iowa is now one of the fastest in the country, eclipsing 
speeds found in larger cities like Los Angeles (Newman 2008).  
 
5.2 Limitations of Study 
 The results of this thesis provide rural communities with valuable insight into the 
characteristics of the rural creative economy.  However, caution must be used if rural 
communities chose to apply these findings.  These results are not intended to be a blue print 
for rural economic success.  These results are intended to be a starting point for rural 
communities to begin the discussion of developing their creative economy.  Strong 
collaboration among local governments, local stakeholders, business owners, and community 
residents is important in constructing an economic development strategy centered on 
creativity. 
The first limitation of this study is that it is specific to Midwestern counties.  Rural 
counties outside of the Midwest may have different characteristics than those in the Midwest.  
The results are also specific to rural (non-metropolitan) counties that are not adjacent to 
metropolitan counties.  Metropolitan counties and rural counties adjacent to metropolitan 
counties were not analyzed in this thesis.  While this may be a limitation, the objective of this 
thesis was to examine this study area because of similarities such climate, topography and 
economy.  Other studies examined the entire United States (Gabe et al., 2007, McGranahan 
and Wojan 2007a).  The results of these studies appear to be broad, general and not area 
specific. 
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Another limitation of this thesis is that most of the data collected is outdated.  For 
instance, the percent of creative occupations variable is from the 2000 U.S Census.  This data 
is eight years old.  In order to stay consistent, all of the variables used were from the same 
year.  Demographics and economies in rural counties may have shifted since this data was 
released.  In fact, some counties may no longer fit within the parameters of a rural county as 
defined in this thesis.  Regardless, the best available and most consistent data was used. 
Finally, this thesis assumes that creative class members, as discussed by Florida 
(2002), in urban areas prefer the same location factors as rural creative class members.  For 
instance, Florida (2002) indicates that the creative class wants to live in places with lifestyle 
opportunities.  This may be true in urban areas, but the rural creative class may not rate these 
types of activities the same.  Also, the creative community characteristics developed by 
Florida (2002) are assumed to be the same in rural creative communities.  Although some of 
these characteristics were found common to creative communities, there may be other 
characteristics that were not examined in this thesis that play a greater role in explaining 
creative communities. 
 
5.3 Future Research 
 This thesis adds to and expands the creative economy concept.  Prior to this thesis, 
the creative economy has been examined in primarily an urban setting.  Only a few studies 
examined the rural creative economy.  This study added to this research by identifying rural 
creative community characteristics.  However, further research on the topic would be 
beneficial.  There are three avenues of research that must be examined regarding the rural 
creative economy.  First, future research must be able to better understand the qualitative 
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aspects of rural communities with creative economies.  For instance, a research question 
might ask how do rural residents working in creative occupations perceive their community 
and what attributes or factors attracted them to that community.  Florida (2002) conducted 
focus groups and interviewed members of the creative class to understand their location 
factors.  A similar approach would be useful in this type of study to add to our knowledge 
base. 
 The second avenue of future research would examine rural counties that have or are 
in the process of developing their creative economy.  The goal of this research would be to 
understand the challenges rural communities face when trying to develop their creative 
economy.  Many challenges may face rural communities including the support of the 
FRPPXQLW\SROLWLFDOVXSSRUWILQDQFLDOLQYHVWPHQWDQGRUWKHFRPPXQLW\¶VILQDQFLDODELOLW\
to support infrastructure improvement to accommodate a creative economy.  Traditional 
manufacturing or agricultural communities trying to shift to a creative economy may face the 
most problems.  Recreation and tourist communities on the other hand may be more willing 
to accept change and may require less effort to develop their creative economy.  These 
statements would need to be further examined. 
The final avenue of future research involves examining creative industries in rural 
communities.  This thesis briefly analyzed some creative industries.  The challenge with this 
type of research is how to define creative industry.  Howkins (2001) listed fifteen creative 
industries in his study on the creative economy.  These industries were broad and could 
incorporate many different industries.  Another challenge with identifying creative industries 
or firms is that not everyone working for the firm may be a creative worker.  For instance, a 
high-technology firm that produces circuit boards may also employ security guards and 
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janitors.  While these may be valuable occupations for the firm, they are not creative 
occupations according to Florida (2002).  Once these problems are resolved, the goal of this 
study would be to understand whether creative workers are following creative industries to 
communities or vice versa.  The results of this type of research would assist rural 
communities in attracting creative firms.  The results of this thesis and the recommendations 
for future research will continue to expand research on the rural creative economy.  An 
expansion on rural creative economy knowledge will assist rural communities interested in 
developing their creative economy.     
 
 
 Category Variable Name Definition Source 
Creative 
Occupations
CreaOccu00 (%)  Percent of creative occupations by county in 2000 
U.S. Census Bureau, 2000 
Technology
HighTechOccuPer1000 Number of High-Tech U.S. Census Bureau, 2000 
  Occupations per 1000 county residents in 2000   
Patents (1990-1999) Total number of patents per county from 1990 to 1999. http://www.uspto.gov/web/offices/ac/ido/oeip/taf/county.pdf 
Talent BachelorsHigher (%) 
Percent of county population 16 or over with a 
bachelors degree or higher U.S. Census Bureau, 2000 
Tolerance NonWhite (%) Percent of county population that is non-white. U.S. Census Bureau, 2000 
GayHH (%) Percent of county households that are gay or lesbian. U.S. Census Bureau, 2000 
Economic Growth PCIchange90_00 The change in per capita income from 1990 to 2000. 
U.S. Bureau of Economic Analysis, 1990, 2000 
EmpChange90_00  The change in employment from 1990 to 2000. U.S. Census Bureau, 1990, 2000 
Lifestyle ArtOccu % 
Percent RIµ$UWGHVLJQDQGHQWHUWDLQPHQW¶RFFXSDWLRQV
per 1000 county residents U.S. Census Bureau, 2000 
ArtEst % Percent of Art and Entertainment Establishments County Business Patterns, U.S. Census Bureau, 2000 
NAICS - 71   
Authenticity/Identity
AccomEst % Percent of Accommodation and Food Establishments County Business Patterns, U.S. Census Bureau, 2000 
  NAICS - 72   
HisPlace_1000 
Total number of historic places, buildings, or district on 
the National Register of Historic Places per 1000 
county residents United States National Register of Historic Places 
Other Pop18_40 (%) 
The percent of residents between the ages of 18 and 40 
in 2000. U.S. Census Bureau, 2000 
102 
BachorHigher % (00) gayHH % (00) NonWhite % (00) HighTechOcc % (00) Patents 90-99 ArtsOcc % (00) ArtsEst % (00) HisPla_1000 AccomEst % (00) pop18_40 % (00)
BachorHigher % (00) 1
gayHH % (00) 0.067630 1
NonWhite % (00) 0.001942 0.329694 1
HighTechOcc % (00) 0.381935 -0.097834 -0.07942 1
Patents 90-99 0.376528 -0.040148 -0.05983 0.490730 1
ArtsOcc % (00) 0.579006 0.099526 -0.11091 0.189751 0.243910 1
ArtsEst % (00) 0.159412 -0.037949 -0.15434 0.073977 -0.007174 0.130299 1
HisPla_1000 0.136317 0.079580 -0.10214 -0.102412 -0.139615 0.135769 0.149807 1
AccomEst % (00) 0.160533 0.300755 0.12658 -0.016841 -0.069751 0.260464 0.372064 0.098427 1
pop18_40 % (00) 0.370066 0.018399 0.17380 0.339011 0.230723 0.218777 -0.112069 -0.290725 -0.117349 1
BachorHigher % (00) gayHH % (00) NonWhite % (00) LN HighTechOcc % (00) Patents 90-99 LN ArtsOcc % (00) ArtsEst % (00) HisPla_1001 LN AccomEst % (00) pop18_40 % (00) LN
BachorHigher % (00) 1
gayHH % (00) 0.06763 1
NonWhite % (00) LN 0.15727 0.27367 1
HighTechOcc % (00) 0.38194 -0.09783 0.14603 1
Patents 90-99 LN 0.44775 -0.13894 0.03684 0.37889 1
ArtsOcc % (00) 0.57901 0.09953 0.08667 0.18975 0.34727 1
ArtsEst % (00) 0.15941 -0.03795 -0.05987 0.07398 0.02367 0.13030 1
HisPla_1001 LN 0.10925 0.08569 -0.14277 -0.11087 -0.26105 0.05135 0.20986 1
AccomEst % (00) 0.16053 0.30075 0.19076 -0.01684 -0.07274 0.26046 0.37206 0.07090 1
pop18_40 % (00) LN 0.33099 0.01125 0.36433 0.34347 0.29220 0.20301 -0.12904 -0.33705 -0.13463 1
Correlation Matrix of Transformed Independent Variables
Correlation Matrix of Independent Variables
  
 
106 
REFERENCES CITED 
 
Abrams, Deborah. 2007. Introduction to Regression. Available at: http://dss.princeton. 
edu/ online_help/analysis/regression_intro.htm#trans.  Accessed: February 20, 
2008. 
Acs, Zoltan J., Henri L.F. de Groot, and Peter Nijkamp. 2002. The Emergence of the
Knowledge Economy: A Regional Perspective. New York: Springer. 
Agresti, Alan and Barbara Finlay. 1997. Social Statistics for the Social Sciences. New 
Jersey: Prentice Hall. 
Americans for the Arts. 2007. Creative Economies: Creative Industries. Accessed on: 
November 14, 2007. <http://www.artsusa.org/information_resources/ 
research_information/impact_areas/creative_economies/005.asp#> 
Barringer, Richard, Charles Colgan, Douglas DeNatale, Jennifer Hutchins, Deborah 
Smith, and Gregory Wassall. 2004. The Creative Economy in Maine: 
Measurement and Analysis. Prepared for the New England Foundation for the 
Arts and Maine Arts Commission.  Available at: 
<http://efc.muskie.usm.maine.edu/docs/ CEreport.pdf>. 
Bartik, Timothy.1995. Economic Development Strategies. Upjohn Institute Staff Working 
Paper 95-33. Available at: www.upjohninst.org/publications/wp/95-33.pdf. 
Becker, Gary. Human Capital. The Library of Economics and Liberty Accessed on: 
November 19, 2007. <http://www.econlib.org/library/Enc/HumanCapital.html>. 
Bingham, Richard and Robert Mier. 1993. Theories of Local Economic Development. 
London: Sage Publications. 
Blair, John. 1995. Local Economic Development: Analysis and Practice. Thousand Oaks, 
CA: Sage Publications. 
Brown, Dennis and Richard Reeder. 2005. Recreation, Tourism, and Rural Well-Being. 
USDA Economic Research Report 7. 
Coy, Peter. 2000. ³7KH&UHDWLYH(FRQRP\´Business Week 28 August 2000. 
http://www.businessweek.com/2000/00_35/b3696002.htm 
107 
Dallal, Gerard. 1999. Logarithms. Available at: http://www.tufts.edu/~gdallal/logs.htm. 
Accessed: February 20, 2008. 
Deller, Steven and J.C. Dissart. 2000. Quality of Life in the Planning Literature. Journal 
of Planning Literature, 15: 135-160. 
Department for culture, media and sport (DCMS), United Kingdom. 2001. Creative 
Industries Mapping Document 2001. Accessed on: November 14, 2007. 
http://www.culture.gov.uk/Reference_library/Publications/archive_2001/ci_mapp
ing_doc_2001.htm 
Flora, Cornelia, Jan Flora and Susan Fey. 2004. Rural Communities: Legacy and Change,
Second Edition. Boulder: Westview Press.  
Florida, Richard. 2002. The Rise of the Creative class. New York, NY: Basic Books. 
                           .2005. Cities and the Creative class. London: Routledge. 
Gabe, Todd, Kristen Colby and Kathleen Bell. 2007. The Effects of Workforce Creativity 
on Earnings in U.S. Counties. Agriculture and Resource Economics Review, 
36(1): 71-83. 
Glaeser, Edward, Jose Sheinkman and Andrei Shleifer. 1995. Economic Growth in a 
Cross-Section of Cities. National Bureau of Economic Research.  Working Paper 
No. 5013. <http://www.nber.org/papers/w5013.v5.pdf>.  
Glasmeier, Amy. 1991. The High-Tech Potential: Economic Development in Rural 
America. New Brunswick, NJ: Center for Urban Policy Research. 
Hembd, Jerry. 2007. The Economic Impact of the Arts and the Creative Sector in 
Wisconsin. 15th Annual Rural Arts Conference for Northwestern Wisconsin, June 
22, 2007.
Henderson, John and Bridget Abraham. 2004. Can Rural America Support a Knowledge 
Economy? Federal Reserve Bank of Kansas City, Economic Review. Third 
Quarter. 
Howkins, John. 2001. The Creative Economy: How People Make Money From Ideas. 
London: Penguin Books. 
108 
Johnson, Kenneth. 2006. Demographic Trends in Rural and Small Town America. Carsey 
Institute Publication. Available at: www.carseyinstitute.unh.edu/publications/ 
Report_Demographics.pdf 
Johnnson, Patrick. 2007. High-Tech Brings Rural Towns Back to Life. The Christian 
Science Monitor. Available at: www.csmonitor.com/2007/1218/p03s01-ussc.html 
Kane, Matt. 2004. Public-Sector Economic Development: Concepts and Approaches. 
Northeast-Midwest Economic Review, Available at: www.nemw.org/ 
econdevelopment.pdf 
Kilcoyne, Patrick. 2001. High-Tech Occupations by Metropolitan Statistical Area. 
Available at:  http://www.bls.gov/oes/2001/tech.pdf. 
McGranahan, David. 1999. Natural Amenities Drive Rural Population Change. 
Agriculture Economic Report No. 781. Available at: http://www.ers.usda.gov/ 
Publications/ AER781/ 
McGranahan, David and Timothy Wojan. 2007. The Creative class: A Key to Rural 
Growth. Amber Waves, April 2007. Available at: <www.ers.usda.gov/ 
amberwaves>. 
                 . 2007a. Recasting the Creative class to Examine Growth Processes in Rural 
and Urban Counties. Regional Studies, 41(2): 197-216. 
Malaysian Institute of Economic Research (MIER). 2004.  The Importance of Human 
Capital to Economic Growth.  Accessed on: November 19, 2007. 
<http://www.mier.org.my/mierscan/archives/pdf/elayne 4_10_2004.pdf>. 
Nerdrum, Lars and Truls Erikson. 2001. Intellectual Capital: A Human Capital
Perspective. Journal of Intellectual Capital. 2(2): 127-135. 
New England Council. 2000. The Creative Economy Initiative: The Role of the Arts and 
&XOWXUHLQ1HZ(QJODQG¶V(FRQRPLF&RPSHWLWLYHQHVV.  Available at: 
<http://www.newenglandcouncil.com/pdf/rep_webReports/rep_creativeEconocr.p
df>. 
Newman, Mark. ³)DLUILHOG+LWVWKH6SHHGRI/LJKW´The Ottumwa Courier March 6,2008. 
Available at: http://www.ottumwacourier.com/local/local_story_066001849.html 
O*Net .2007. O*Net Online. Available at:  http://online.onetcenter.org/. 
109 
2¶6XOOLYDQ$UWKXU. Urban Economics: Sixth Edition. McGraw-Hill: Boston. 
Osborne, Jason & Elaine Waters. 2002. Four assumptions of multiple regression that 
researchers should always test. Practical Assessment, Research & Evaluation, 
8(2). 
Rantisi, Norma, Deborah Leslie, and Susan Christopherson. 2006. Guest Editorial: 
Placing the creative economy: scale, politics, and the material. Environment and 
Planning A.  38: 1789-1797.  
Rooney, David, Greg Hearn, Thomas Mandeville and Richard Joseph. 2003. Public 
Policy in Knowledge-Based Economies: Foundations and Frameworks. 
Cheltenham: Edward Elgar Publishing. 
Rosenfeld, Stuart. 2004. Crafting a New Rural Development Strategy. Economic 
Development America, Summer 2004: 11-13. 
Segedy, James A. 1997. +RZ,PSRUWDQWLV³4XDOLW\RI/LIH´LQ/RFDWLRQ'HFLVLRQVDQG
Local Economic Development? From: Dilemas of Urban Economic Development 
edited by Richard D. Bingham and Robert Mier, Sage Publications. 
Smith, Adam. 1776. An Inquiry into the Nature and Causes of the Wealth of Nations. 
Edinburgh, Book Two, Chapter 1, entire text on-line at The Adam Smith Institute, 
<www.adamsmith.org>. 
Swenson, Dave and Liesl Eathington. 2003. The Creative Economy in Iowa. Prepared for 
Iowa Department of Cultural Affairs.  Available at: <http://www.culturalaffairs 
.org/media/reports_and_studies/Creative.pdf>. 
Swenson, Dave and Liesl Eathington. 2004. A Modern Economic Development Romance: 
&RXUWLQJWKH³&UHDWLYH:RUNHU´. Prepared for the 43rd Annual Southern Regional 
Science Association, New Orleans. March 2004. 
Venturelli, Shalini. 2001. From the Information Economy to the Creative Economy: 
Moving Culture to the Center of International Policy. Center for the Arts and 
Culture, Washington D.C.  Available at: <http://www.culturalpolicy.org/ 
pdf/venturelli.pdf> 
 
 
110 
DATA SOURCES 
 
United State Census Bureau ± www.census.gov 
United State Bureau of Economic Analysis ± www.bea.gov 
United States Bureau of Labor Statistics ± www.bls.gov 
United States Patent and Trademark Office ± www.uspto.gov 
National Register of Historic Places ± www.nationalregisterofhistoricplaces.com 
Illinois Board of Education - www.ibhe.org/Colleges%20and%20Universities/default.htm 
Iowa Department of Education - www.iowa.gov/educate/ 
Minnesota Department of Education - www.mnscu.edu/ 
Wisconsin Department of Education - www.wisconsin.edu/ 
Illinois Arts Council - www.state.il.us/agency/iac/ 
Iowa Arts Council - www.iowaartscouncil.org/ 
Minnesota State Arts Board - www.arts.state.mn.us/ 
Arts Wisconsin - www.artswisconsin.org/ourservices/dir_application/ 
 
